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The Hardware & Mill Supply jobbers are the legiti- 
mate mediums of distribution. 
Manufacturers selling direct to consumers are in 
competition with their jobbers. 
That : 
Suggested re-sale prices should yield just profits to 
the jobber. 
Tha 
Manufacturers should lend fullest cooperation in 
solving distribution problems affecting jobbers’ and 


manufacturers’ mutual interests. 


CLEMSON BROS., Inc. That 


Makers of Star Hack Saws Constructive activities should be employed to assure 


MIDDLETOWN, NEW YORK the maintenance of a stabilized market. j 
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HELPS SELI 
Pipe Lools 


says Mr Tull 








Read this recent let- 
ter from the J. M. 


Tull Rubber & Sup- 
ply Company, large 


The lower illustration 
is the splendid home 
of the J. M. Tull 
Rubber & Supply 
Company of Atlanta, 
Georgia. The upper 
picture is a view of 
the attractive office 
and display stock 
room. 











distributors in At- 
Janta, Georgia— 


*“‘We enclose another stock order for Green- 


field Pipe Tools. 


“We have noticed quite a demand recently 
which is apparently the result of your adver- 
tising. There is no question but what 
‘Greenfield’ is a well-known name with all 
our customers. Down here in Atlanta we 
are 100% believers in the value of adver- 
tised lines, as you can appreciate from the 
purchases from 


volume of our your 


Company.” 
Many leading distributors, mill supply houses and 


hardware stores are securing greater volume and 
lower costs through concentration on the broad 


New York: 15 Warren St., 


GREENFIELD, 










BBER & SUPPLY Co. 


- i eral MAll > el 


i —— 


ATLAN TA. ‘GA 


July 17th, 1929. 


2eent aie “tap a "Die Corp., 
field, "Massachusetts. 


Deer Mr. duMont: 


enclose apieicaaal stook order for 
Greenfield Mie Tools 
We have noticed quite a demand 
recently whioh is 5 np ti a result a 
your oie nye E juestion 
Greenfield" ie a well znown DALe with 


‘ lines, ae you can appreciave fram the volume of 
cur purchases from your Company 


Yours very truly, 


JeMe =~, o-sterty co. , 
Peas: wath: Lee 





aN 


Greenfield line of Small Tools. Perhaps it would 
pay you. May we show you more specifically the 
many advantages of such concentration? 











Chicago: 611 W. Wash- 
ington Blvd., 


MASS.,U.S.A, 


Detroit: 228 Congress St., W. 


Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario H. A. Aug. 29, 1929 
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Remember this faet 











More Ames Shovels are sold and used 
than any other kind. 


The complete “All Star’? Ames line in- 
cludes 


The genuine O. Ames Four Star 
Ames 3 Star 
Ames 2 Star 


Shovels, spades or scoops 
for every need 


You will profit best if you “look for the 
stars” on every shovel you buy. 


The new Ames Catalog gives complete 
information, ask your jobber or write 
direct for your copy. 
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AMES SHOVEL AND TOOL COMPANY 
NORTH EASTON <> MASSACHUSETTS 
ST. LOUIS, MISSOURI - - - ANDERSON, INDIANA 
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Two good reasons 


viley fone dhauld be 
a profitable item... 


First, the unit of sale 1s larger than most items in 
your store. Many fence sales amount to fifty or one 
hundred dollars or more. It’s the larger units of sale 
that cut down your overhead. 





Second, the sales costs on fence are the lowest of any 





item in your store. Fence requires very little shelf 






and display space. It requires very little handling. 






There is little or no shelf wear depreciation, and is 






usually hauled away by the customer, involving very 





little or no delivery cost. 





Dealers who are selling Pittsburgh Fences at a fair 
price are making a good profit. Pittsburgh Fences are 






a fast-moving, staple item of definite, known 






Pi high quality. They lend prestige to any store. 










The merchant who owns hisown business, either 
wholly or in part, deserves the whole-hearted 
support of every fair minded manufacturer beds 
His initiative, loyalty a nd leadership should be 


an edd. 
reward KS Whhaws 


PRESIDENT, PITTSBURGH STEEL CO. 















In “Pittsburgh” products you can 


obtain—from a single source of - 
i psa aia [ Pittsburch Steel Co.) 


ments of fences, nails, barbed wire 











and other wire products >» > » Pittsburgh Chicago San Francisco Detroit 
New York Dallas Memphis 
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WE'LL GIVE 


$1000 





For Your Ideas, Mr. RETAILER 


Thirty (30) Prizes will be distributed as follows: 


1 First Prize, $950 
8 Fourth Prizes, $95 


2 Second Prizes, $100 


A Third Prizes, $50 
15 Fifth Prizes, $10 





the reason for making this offer, the 
Whiting-Adams Company presents this 
frank statement: 

Modern Retailers know the value of selling 
good brushes with good paint. Good brushes 
insure that paint customers will apply paint cor- 
rectly—that each customer will get the most 
value from the paint. These brushes also give 


"| the is really not a contest. To explain fully 


the Hardware and Paint Industry throughout 
the country. If we can do this as a service to the 
trade, the purpose of this contest will have been 
achieved. The spreading of this new information 
is a step towards proving conclusively the value 
of ‘‘Trading-up’—the selling of fine quality 
merchandise at a legitimate profit. 

There are no involved details to this contest, 
for it is essentially not a contest. Read the infor- 





the Retailer a legitimate mark- 
up and a quick turnover. The 
Merchant obtains a deserved 
dividend from the money in- 
vested in his brush stock. 
These facts are so impor- 
tant in selling paint and in 
Retail Merchandising that we 
want all Retailers to know 
fully of them. For that reason 
we have offered the money 
mentioned above in exchange 
for the most concise and sound 
reasons given to us by Retail- 
ers, explaining why they always 
sell a good brush with every 
can of paint—in other words, 
the most convincing reasons 
why they practice the “Modern 
Method of Paint Selling.” 
Then we want to make this 
valuable information that Re- 
tailers send to us available to 


HERE IS THE INFORMATION 
YOU WILL NEED 


You may submit as many letters as you like. 
Your letters need not be limited in length. 

Letters will be judged on the basis of com- 
pleteness in reasons and information, not upon 
grammatical perfection. 

You are not required to sell Whiting-Adams 
brushes to enter this contest. 

All Retailers selling paint including owners 
and store salesmen are eligible to enter. 

Submit letters on business stationery of your 
concern. 

Confine yourself to the subject: “Why I 
practice the modern method of paint selling or 
why I always sell good brushes with good 
paints.” 

All letters must reach us not later than mid- 
night November 30, 1929. 

All letters are to become the property of 
Whiting-Adams Company. 

Winners will be announced in the February 
issue of this magazine. 





JUDGES 
There will be three judges: 


Mr. Liew S. Sous, Editor of Hardware 
Age, Mr. F. N. VANDERWALKER, Editor of 


American Painter & Decorator, Mr. A. C 


Lamson, Pres. N. R. H. A. 

















mation at left as a guide to 
writing your letter. Consider 
fine brushes, both in relation 
to providing each paint cus- 
tomer with complete paint 
satisfaction and from the point 
of the deserved profit which 
you secure by selling fine 
quality merchandise. Any 
other important advantages 
which you obtain from the 
“Modern Method of Paint 
Selling” will, of course, be of 
vital consideration. 

Address your letter to Mr. 
F. L. Cuzever, of the Whiting- 
Adams Co., 700 Harrison Ave., 
Boston, Mass., for he is han- 
dling details of this interesting 
procedure. We suggest that you 
write this letter as soon as pos- 
sible even though contest will 
not close until November 30. 





WHITING-ADAMS COMPANY 


BRUSH MAKERS TO THE PAINT 





INDUSTRY SINCE 1808 


700 HARRISON AVENUE 
BOSTON, MASSACHUSETTS 
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SHE world has no use for a quitter. 
m4 This message is not for him. 

ax 4] Rather it is for those Retailers— 
et eer 4! and there are great armies of them 
—who have fought a good fight, firm in their 
convictions, supported by a belief in an 
eternal law of compensation. 

During the past ten years, American busi- 
ness has gone through a succession of cycles, 
piling up problems, which called for the utmost 
ingenuity and effort on the part of retailers to 
surmount and survive. There have been peri- 
ods of darkness and conflicting emotions per- 
haps, but these have never thwarted the de- 
termination to go forward. 

I have the warmest admiration for those Re- 
tailers who have successfully stemmed the tide 
of competition in the forms of house-to-house 
canvassing, installment selling, direct-to-con- 
sumer campaigns and all the other tactics em- 
ployed by some manufacturers in the scramble 
for volume. 





* & & 


Often under stress we overlook fundamen- 
tals quietly at work without fireworks, parade 
or publicity. Even during these hectic years, 
there has constantly been a tremendous under- 
current force, stabilizing and protecting the 
business of the Retailer. 

Located at strategic points throughout the 
United States are the great Hardware Whole- 
salers—amply financed, splendidly organized, 
exceptional in personnel, possessing thorough 
knowledge of merchandise and merchandising. 
In spite of the immemorial cry against the 
middle-man as an uneconomic parasite, the 
Hardware Wholesalers have gone on distribut- 


ie Lion 


en Sleeping - 


ing an ever larger quantity of merchandise to 
their retailers—merchandise of quality, which 
reaches the consumer at prices so economical 
that: no comparisons with other methods of 


distribution are necessary. 
% * & % 


Partly because the influence of these Whole- 
salers has not been accompanied by the beat- 
ing of tom-toms, it has not been fully recog- 
nized. But the Lion has not been asleep. On the 
contrary, secure in the strength of large in- 
vested capital and unlimited service resources, 
he has been quietly watching all avenues of 
attack, launching into the fray where wisdom 
indicated action. 

Those who have been predicting the dis- 
appearance of Hardware Wholesalers must be 
chagrined by the striking demonstration of 
service on the part of great Wholesalers all 
over the country, as they have put into effect 
co-operation of an astonishing character, re- 
sulting in conspicuous success for their 
Dealers. 

New forms of competition have developed a 
more alert, progressive group of Independent 
Merchants. When you add to this the wonderful 
spirit and service of the Wholesaler, the result is 
inevitable. 

I freely predict an even greater future for 
the Hardware Wholesalers and their Inde- 
pendent Retailers. The Horton Manufactur- 
ing Company is conspicuously proud of its 
relationship to these Wholesalers and their 
Dealers. Never have we been so confident of this 
future as now, when these Distributors, both 
wholesale and Retail, are conscious of their own 
possibilities and strength. 
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It is a matter of pride that Horton, manu- 
facturer of the famous Horton Washers and 
Ironers over a period of 58 years, has coura- 
geously followed this strict jobber . policy— 
even when the going was hard—and has con- 
sistently held an almost religious belief in the 
latent possibilities of the Hardware Whole- 
salers and their Retailers. 


The present Horton line is greater than 
ever, more beautiful in appearance, more pre- 
cise in operation, more appealing generally. 
The Independent Merchant can easily domi- 
nate his market by concentrating his atten- 
tion on the Horton line, which offets models 
in every price class with a universal appeal. 


Linked with the Hardware Distributor in a 
partnership which enables Horton to offer to 
Independent Retailers a merchandising service 
not equalled by any other combination, our 
sole desire is to help Retailers meet competi- 
tion in an effective, profitable manner. Mer- 
chandise of highest quality at moderate, popu- 
lar prices is provided to offset the extravagant 
claims of competition. Quality always sur- 
vives. And when it is linked with moderate 
price there is nothing tofear from competition. 


* + + 


We are now entering the last months of what 
promises to be the most successful year in all 
Horton experience. There is every reason to 
believe it will be fully as successful for the 
Wholesaler and the Retaiter, sharing through 
their relationship with Horton. Throughout 
the country, thousands of Retailers who have 
made an outstanding success with the Horton 
line, this year will do better than ever. 


In behalf of the Horton Manufacturing 
Company, I am more than pleased to utter a 
solemn pledge of continued co-operation, of 
heartfelt interest and exceptional effort to 
keep alive the splendid spirit of co-operation 
and service on the part of Wholesalers . . . 
for the benefit of thé Independent Retailers, 
whose welfare lies in reliance upon these 
wholesalers and Horton. We are all joined to- 
gether with tremendous resources and ability 
to do a real job. There can be no doubt of the 
result. 









General Sales Manager 


HORTON MANUFACTURING COMPANY 
FORT WAYNE, INDIANA 


HORTON 















A GOopD NAME FOR 58 YEARS 
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American 
Barbed Wire 








The name American Steel and 
Wire Company on barbed wire 
—stands First with The Amer- 
ican Farmer. 


Millions of farmers know that 


dred years in wire making has 
developed qualities uniformly 
to be relied on: high tensile 
strength, regularity of twist, 
perfection of barbs and extra 





the American Steel and Wire heavy galvanizing. 

Company originated Barbed Because American Steel and 
Wire. They know from expe- Wire Company Barbed Wire is 
rience that it stands for the best known bestand serves best, it is 
barbed wire at the lowest ¢ost. themostprofitableforyouto sell. 


An experience of nearlyahun- Write for catalog and prices. 
a eS AeE 
ANNIE oT SRR 
In the 
Following Brands: 
American Glidden 
Ellwood Glidden = 
= === Baker Perfect ———e ——— 
Waukegan 





















































Lyman 


American Special 








American Steel and Wire Company 
Subsidiary of United States Steel Corporation 


208 S. La Salle Street, Chicago 30 Church Street, New York 


Other Sales Offices: Boston Cleveland Worcester Philadelphia Pittsburgh Buffalo Detroit 
Cincinnati Baltimore Wilkes-Barre St. Louis Kansas City Minneapolis-St. Paul 
Oklahoma City Birmingham Atlanta Memphis Dallas Denver Salt Lake City 
U. S. STEEL PRODUCTS COMPANY: San Francisco, Los Angeles, Portland, Seattle 
Export Distributors: UNITED STATES STEEL PRODUCTS CO., 30 Church St., New York, N. Y. 
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Con GOLEUM STOVE ERués | 


are fast sellers with | 































a BIG PROFIT MARGIN | 























Above: Same floral pattern as 
the popular Congoleum “Du- 
Barry’— Rug No. 326. Fur- 
nished also in colorings of the i 
“Antoinette”— Rug No. 328. f 
Made in sizes: 1'2x 3 ft.,3 x 4'4 
ft.,. 44x 4% ft., and 4 x 6 ft. 









Above: Same conventional pattern as 
Congoleum “Alcazar”— Rug No. 601. 
Furnished also in colorings of the 
“Sevilla”— Rug No.600. Made in sizes: 
14x 3 ft., 3x44 ft, 3x6 ft., 42x 4 
ft., and 44 x 6 ft. 


ERE’ a year-round staple commodity with 


allthe sales appeal of a novelty. Congoleum 
Every genuine Congoleum 


Stove-Rugs are fast-selling profit makers, They Rug Gente thts: famous 
5 1 ~ . : be money back guarantee. 
are identical in quality, colors, designs and pat Cokgudents is co walk 
tern numbers with room-size Congoleum Rugs. known that 9 out of 10 
women who purchase this 

These attractive little Congoleum Rugs are —_“/88 of floor-covering ask 
for“Congoleum” by name! 


rapidly replacing the old-fashioned zinc 
squares and stove boards. Flat-lying, water- 
proof and beautiful, they can be kept like new, in floor-covering, cannot fail to bring people 
free of dust, dirt and stain, with just an into your store. 

occasional swish of a damp mop. Each rug is 
wrapped in an individual carton, ready for 
delivery to customer without extra handling 
or re-wrapping. 


Although called “stove-rugs,” these small 
Congoleum Rugs meet the universal demand 
for a protection over the hard-wear spots 
around the home. They are sure-fire sellers 
Special Sale Feature every day in the year. Get in touch with Hard- 


: ware Division Headquarters for all the facts. 
These small, genuine Congoleum Rugs are 4 ' : 


winners as features of a special sale. Their 


low price, neat appearance, handy sizes, and CONGOLEUM-NAIRN INC. 
the fact that they bear the most famous name Hardware Division Headquarters, Kearny, N. J. 
P 
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Not How Much 
But How Good 


HE metal used in our Tubular and 

Clinch rivets is absolutely “right,” 
for quality has always been our first 
consideration. Great care is exercised 
in the fabrication of the metal into the 
finished rivets insuring driving and 
setting qualities that have never been 
excelled. You can recommend our 
product to your customers without 
fear of apology or regret. Quality 
holds goodwill—and allows no chance 
for complaint. 


























Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


Ofpproved / 


——— by the keenest 


buying brains in the country 






















TUBULAR RIVET & STUD 
COMPANY 


BOSTON 











‘The largest 
factory inthe 
world devoted 
lo the manu~ 
facture of 


lar and 
Clinch Rivets 
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Specialties bring the people 
in—and make the profit 


Just a few of our 
customers 


Blish, Mize & Silliman Hardware 
Co., Atchison, Kan. 
Clifton - Simpson 
Waco, Tex. 

Ae al & Ogden Co., Binghamton, 


Hardware’ Co., 


The T. Eaton Co., Limited, Mon- 
treal, Canada. 

Farwell, Ozmun, Kirk & Co., St. 
Paul, Minn. 

Hall ‘Hardware Co., Minneapolis, 
Minn. 

A. J. Harwi Hardware Co., Atchi- 
son, Kan. 

Hunt & Mottet Co., Tacoma, Wash. 
Isaac Walker Hardware Co., Peoria, 
Til. 


Marshall-Wells Co, Duluth, Minn. 
Paxton & Gallagher Co., Omaha, 
Neb. 
Schwabacher Hardware Co., Seattle, 
Wash. 
Simmons Hardware Co., St. Louis, 
and Branches. 
G. Sommers & Co., St. Paul, Minn. 
Supplee Biddle Hardware Co., Phila- 
delphia, Pa. 
Townley Metal & Hdwe. Co., Kansas 
City, Mo. 
Van Camp Hardware & Iron Co., 
Indianapolis, Ind. 

A. Williams & Co., Pittsburgh, 


ras 
Witte Hardware Co., St. Lotiis, Mo. 
Wright & Wilhelmy Co., Omaha, 
Neb. 


Nash Hardware Co., Ft. Worth, Tex. 





We hear a lot about the competi- 
tion in low-priced staples which 
have turn-over. Prices have been 
coming down on these items for 
years. Profits are in specialties. 
Specialties should be stocked, 
pushed and advertised. Any wo- 
man who has a dinner to prepare 
daily needs a Pressure Cooker as 
much as any kitchen article she 
could possibly buy. 


The housewife can prepare a meal 
in its capacious compartments and 
leave it to mature while she does 
other household steps. It is to her 
an immense labor saver—it is a 
genuine boon. 


The dealer could easily take a 
half dozen in a small truck or auto- 
mobile and with a washing machine 
or other specialty items visit these 


women and establish prospects and 
sales. 


He will be surprised to find the 
knowledge women have already of 
these devices and that they are 
going to buy them outside if you 
do not supply them. 


The dealer should learn the needs 
of the housewife for pressure cook- 
ers from his own housekeeper and 
at least send out hundreds of circu- 
lars stating that he has what the 
woman needs in stock. 


Send for data on this line today 
—pressure cookers supply a genu- 
ine need and hundreds can be sold 
in your locality. 
being bought yearly in every locality 
—it is not a seasonable but an all- 
year-round item. 


Thousands are 


Write for data on our full line of 
Health Aluminum Utensils. 


The National Aluminum Mfg. Co. 





Health Pressure Cooker. Made of thick 
cast aluminum in 10, 12, 18 and 25 
Each cooker is doubly tested 
and fully guaranteed. Two wooden heat 
proof handles for convenience in lifting 
cooker. Cover easily lifted by means of 
two wooden knobs. Approved by Good 
Housekeeping Institute. : 





Peoria, Illinois 








Health Aluminum Combination Cooker. 
Cooks complete meal at one time over one 
burner. Oval design for roasts or fowl. 
Upper compartment for three different 
foods or vegetables. Made of thick cast 
aluminum. Covers needs of half dozen 
utensils. Approved by Good Housekeeping 
Institute. 


and correct in workmanship. 


After you have had an opportunity 


to handle the Health line exclusively 








Health Aluminum Appliances are made 
of pure cast aluminum in our own plant 
by skilled workmen. We guarantee them 
to be free from any mechanical defects, 


An inquiry will give you an opportunity 
to compare our prices and merchandise. 
to 
compare our merchandise you may wish 
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SHEAR BEAUTY , 


n 


STAINLESS 
STEEL 


Shears for the medicine 
chest, the kitchen cab- 
inet or the sewing table 
.. . Shears that will not rust, tarnish or 
corrode... There is an ever growing market 
for them... Why not take advantage of it? 





Stainless Steel is not plated . . . That bril- 
liant lustre is one of the exclusive“Stainless”’ 
features .. . Another exclusive “Stainless” 
feature is the fact that the “lustre” lasts as 
long as the shears last. 


Stainless Steel is many times tougher than 
ordinary steel. It can be furnished in Brinell 
150 to 600 and in tensile strength from 
60,000 to 250,000 pounds per square 
inch. This gives “Stainless” scissors and 
shears wonderful durability in service. You 
will find that “Stainless” 


Hardware wins instant 





customer acceptance. gor 


Genuine Stainless Steel is manufactured only under the patents of 
AMERICAN STAINLESS STEEL 
COMPANY 


Commonwealth Building, Pittsburgh, Pa. 


STAINLESS 
STEEL 











Razor blades and Cutlery (table, 
kitchen and pocket) . . . Scissors 
. - - Hammers ... Squares... 
Rules .. . Tapes .. . Golf Clubs 

- Builders Hardware .. . Kit 
Tools ... Screws... Nails... 
Skates ... Bolts and Nuts are 
made better when they’re made 
of **Stainless.”’ 








‘ 
eB 
I 


NE 


PRY 05 52,523 











PME TES 1 
‘A TREN 




















HARDWARE 


AGE for AUGUST 29, 1929 





Goodell-Pratt Ceo 
E. C. Atkins & ot . 
Hlenry Disston 


Go., 18 





Popular Science Moatht 
242 Fourch i 
242 Fourth Avenue 
= Send me a free copy of | 
Opular Setence Monthly, 
and our “Hardware } 
ement."' the safe [ig 





Send me a free copy of 
lopular Science Monthly free COPY ® 
nd your “Hardware | + 

pupplementy” 


"Sy 
eae ree areas} 


ide to good buying. - é nates pur is che safe 


p send m, a free 


ular Se 


Hep can Conse 
Dem and be Crea: 


Por 
242 * ourth emia 
New York 


Send mea free copy of | 


Popular Science Moathly 
and your Hardware 


the safe |) 


BC a free copy of 
cience Monthly 
Mardware 
the safe 
bs buying. 





guide to cg buying 


These manufacturers know that readers of POPULAR SCIENCE MONTHLY are the hardware stores’ best customers. 


Wooster Brush Co. 
Boston Varnish Co. (Kyanize) . 
W. B. & J. E. Boice ; 
Electro Magnetic Tool Co. 
Detroit White Lead Works 
Parks Woodworking Mach. Co., Cincinnati, Ohio 
South Bend Lathe Works 
L. S. Starrett Company 
Rutland Fire =. Co., Patching Plaster and 
No-tar-in-Roof Coating 
Addison Leslie Co., Plastic Wood .Canton, Mass. 
Waco Tool Works 
Nicholson File Company. . 
Peck, Stow & Wilcox Co. 
Millers Falls Company... . 
The Carborundum C 
Simonds Saw & Steel Co. . . 
Trimont Mfg. Company . 
Remington Arms Co., Inc... 
David Maydole Hammer Co. 
Up-To-Date Machine Works . 

















Southington, Conn. 
Millers Falls, Mass. 
Niagara Falls, N. Y. 


Pop 


ty, 
= pooch 
ae Science D 
Popsourth AVE 
New York of 
ree 

Sen rgciend fi ee onehly 
Popu Har rawace 
and heh » che safe 


poe buying 
> aS {a8 
re 


supple™ Lapa poyin’ 
e xi je @ 
Name Te. 


Address -- 
pat 


. Wooster, Ohio 
. .Boston, Mass. 
. Toledo, Ohio 
.*. .Cicero, Ill. 
Detroit, Mich. 


South Bend, Ind. 
Athol, Mass. 


Rutland, Vt. 


Chicago, II!. 
Providence, R. I. 


Fitchburg, Mass. 
Roxbury, Mass. 
New York, N. Y 
Norwich, N. Y. 
.Chicago, III. 


Every tool product advertised in Popular Science is guaranteed, after rigorous tests and approval, 


by the POPULAR SCIENCE Institute of Standards 


ular Scie 


Founded 1872 














gouddet. 
Yai 


Clemson Bros., Inc.. . 
Smooth-On Mfg. Co.. 
The Stanley Works 
J. H. Williams & Co....... Buffalo. N. Y 
Bemis & Call Co. 

Fayette R. Plumb, Inc. 

North Bros. Mfg. Co. 
Clayton & Lambert Mfg. Co. 
Champion Spark Plug Co. 
Moline Pressed Steel Co. 
Delta Specialty Co. 

Yale & Towne Mfg. Co. 
Brown & Sharpe Mfg. Co. 
Black & Decker Mfg. Co. 
American Screw Co. : 
Apco-Mossberg Corp.. . 
Bridgeport Hdwe. Mfg. Co. 
Lockwood Motor Co. 

Russia Cement Co. (Le Page’s Glue) 


National Elec. Products Co. . 


Popstar son = 
Yor 


ame a free copy of 


Popes 

and 

Supp’ ment ; 
guide to good 


Our advertisement published in Hard- 
ware Age—July 11, 1929, was cap- 
tioned —“How Can Consumer De- 
mand Be Created?” 


We received more inquiries from 
this ad than from any advertisement 
in ‘Hardware Age this year. 


Dealers Are Interested 
in Consumer Demand 


Popular Science Monthly has been creating 
new customers—and stimulating consumer 
demand by its practical articles—its 
Home Workshop Department and Blue 
Print Service. 

We want to make this service more effective. 
By your close Contact with the Consumer, 
you have accumulated some good ideas— 
tell us about them. 

Look over the Popular Science Monthly 
Home Workshop Articles. 

We shall be glad to send a copy of Popular 
Science Monthly free—Send in the Coupon. 





Middletown, N. Y. 
Jersey City, N. J. 
New Britain, Conn. 


"Springfield. Mass. 
Philadelphia, Pa. 
Philadelphia, Pa. 

Detroit, Mich. 
Toledo, Ohio 
E. Moline, IIl. 
Milwaukee, Wis. 
Stamford, Conn. 


Towson, Md. 
Providence, R. I. 
Attleboro, a 

Bridgeport, Conn 

Jackson, Mich. New York 
Gloucester, Mass. 
New York, N. Y. 


ence 


MONTHLY 


Address _____- 


Address 


elt Vaal Co. 


~ Atkins & £2 
a ton 
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Ar-Con Tool Co. 

Billings & Spencer Co. 
Midland Appliance Corporation 
Porter Cable Machine Co. 
United Elec. Motor Co. 

J. D. Wallace & Co. 

H. Gerstner & Sons 
Greenfield Tap & Die Corp. 
Plomb Tool Co. 
Goodell-Pratt Co. 

E. C. Atkins & Co., Inc. 
Henry Disston & Sons, Inc. 
Providence, R. I. SET eS ae eee 


Popular Science Monthly, 
242 Fourth Avenue, 


Send me a free copy of 
Popular Science Monthly 
and your “Hardware 
Supplement,” 
guide to good buying. 


the safe 


i 
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Cd eel & Die Comp 
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Toledo, Ohio 
Hartford, Conn. 
Chicago, III. 
Syracuse, N. Y. 
New York, N. Y. 
Chicago, II. 
Dayton, Ohio 
Greenfield, Mass. 
Los Angeles, Cal. 
Greenfield, Mass. 
Indianapolis, Ind. 
Philadelphia, Pa, 
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Be S52 cane 






Style Y——Ball Bearing 
8-inch wheels 
crucible steel blades 














4 





Style W—Ball Bearing 
10-inch wheels 
4 crucible steel blades 
(Style X same as Style W 
but with 9-inch wheels) 


Sate 





Style Z— Bronze Bearings, 


Adjustable. 
8-inch wheels 
3 erucible steel blades 
(Also furnished with 4 
blades) 


Low prices on a nondescript line of lawn mowers mean very 
little either to dealer or user. But low prices on the complete new 
line ef PRIMOS Mowers—all Pennsylvania-built—mean Extra 


Value and easier, safer profit. 


Ask your jobber now for full details, with prices, on these 


low-priced, Pennsylvania-built PRIMOS Mowers. 


PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd Street Philadelphia, Pa. 
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Ml 
ten VOLLRATH ENSEMBLE PLAN Is 
the best merchandising idea ever presented 


to this store’ 


says merchandise manager of 
one of America’s largest and 
most prosperous sfores. 


W EN the Vollrath Color Ensemble Plan was 


presented to the merchandise manager of 
a large eastern store noted for its remarkable 
success in selling goods, he exclaimed, “That is 
the best merchandising idea ever presented to 
this store.” 

We go further. We say that the Vollrath Color 
Ensemble Plan is the first modern merchandis- 
ing idea offered the dealer by a manufacturer of 
enameled ware. To-back up this idea Vollrath 
is putting on the biggest consumer campaign 
ever known to the industry. 


Here is enameled ware that women find irre- 
sistible. Enameled ware that women buy because 
they want it, not merely because they need it. 
This new Vollrath Ware has been created in ac- 
cord with the best modern use of color in home 
decoration. It gives your customers cooking 
equipment in color that is in keeping with mod- 
ern decorative practice. There are many color 
combinations so that your customers can enjoy 
distinctive, individual ensembles of their own 
choosing. Yet they can always be sure the colors 
they choose are in harmony and good taste. 


Sales results show that the Vollrath Color 
Ensemble Plan is sound. It is right both from 
your standpoint and your customers’. It makes 
your stock more flexible because you can sell 
several different colors to the same customer. 


[t delights the housewife because she can create 














her own individual ensemble and her own color 
scheme. 

The surest way to take the fullest advantage 
of today’s demand for cooking equipment in 
color is to stock Vollrath—the newest and 
soundest development in the field. It is already 
immensely popular. The national advertising 
campaign in full color will create a still greater 
demand. Be prepared to make the most of it. 
You will be furnished with plenty of consumer 
folders, counter cards and display material to 
tie-in with this campaign. 

If you have not already seen the new Vollrath 

Ware in Color and heard the story of the Vollrath 

Ensemble Plan, write now for suggested initial 
stock and full details. The Vollrath Company 
(Est. 1874), Sheboygan, Wisconsin. 


THE VOLLRATH COMPANY, Est. 1874 


Sheboygan, Wisconsin 
Send full details of the Vollrath Ensemble Plan and (or) 


have salesman call. 
Name 


Address 
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WHAT are you buying? 


Permanent planned storage or 


next year’s kindling 


STIMATE your storage costs per 
year forthe life ofyour business, and 
you'll never install wooden shelving. 


GF Allsteel Shelving is permanent—it 


is an investment that lives. Move it or 


alter it whenever convenience dictates, 
and its original value is still there. 


Dismantle ordinary shelving just once, 
and it is kindling. 


Steel Shelving has other advantages, 
too. It’s easy to erect, easier to clean, 
resisis fire, saves on refinishing, and 
promotes better stock-keeping. 


Let the GF experts plan your storage 


requirements for you. 


THE GENERAL 
FIREPROOFING COMPANY 
Youngstown, O. . Canadian Plant, Toronto 


BRANCHES AND DEALERS 
IN ALL PRINCIPAL CITIES 


A GF man, expe- 
rienced in stor- 
age, will study 
your needs, and 
prepare a plan, 
without obliga- 
tion onyour part. 
















SHELVING 


queues Attach this coupon to your firm letterhead === 


THE GENERAL FIREPROOFING COMPANY, Youngstown, Ohio 


Please send me without obligation a copy of the 
GF Allsteel Shelving Catalog. 


Name ie Se ee 





Firm — tee Sa eee ree 














T has lon’ been a 
matter of record 
among, drill buyers 


that Morse Drills 


are strictly to size. 


The micrometer tells 
the story of consis- 
tent Morse accuracy 
—and your stock 
records will tell the 
story of consistent 
Morse sales. 





MOR SE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 
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Week of 
AUGUST 25thto 31st 


céeQround, Cround 
and Ground”? 


The value of a roller skate 
cannot be finally determin- 
ed in a laboratory. When 
developing its new rolls. 
therefore. Winchester em- 
ployed a fleet of real live 
‘boys—“‘ regular fellers”’— 
who were instructed to 
‘skate around and around a 
measured block until their 
rolls wore out while the dis- 
tance covered by each was 
carefully checked by Win- 
chester Engineers. 


{n this way we developed a 
newtybe of roll which out- 
distanced, by many miles, 
not only rolls of other 
makes but all previous rolls 
of our own. 


In Winchester Roller 
Skates. therefore. you can 
offer customers not only 
a supremely easy running 
skate but the greatest mile- 
age it has yet been possible 
‘to attain. 








BS Le: f 
Boy’s Model 


Winchester Roll Construction 


More Mileage 
Utmost Strength 
Supremely Easy Running 


i Winchester Roller Skates you find not 

only these mileage-tested, solid tread, 
double-row ball-bearing rolls, but a form of 
construction which gives the skate excep- 
tional strength. 


These skates, in short, are built on engineer- 
ing principles with a girder-type center piece 
that greatly increases the strength of the skate 
at any stage of extension. They are skates 
that are “built like a bridge.” 


Winchester ice skates are also of exceptional 
quality. Ask your jobber for full details 
on both lines and remember that the com- 
plete line of Winchester Products also in- 
cludes flashlights and batteries, fishing tackle, 
cutlery, tools, cleaning and lubricating prep- 
arations, ammunition and guns. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 
New York Office and Showroom 
312 Broadway 
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For the Fall Market 


So many new houses were begun this Spring, and so ieee DO OSE 
many lived-in homes now carry For Sale signs, it is ae Pin 
certain that Fall competition for purchasers of property 
will be very keen. 


Builders need all the selling features they can afford on 
a soundly erected house. In your contacts with them, we 
suggest thevalueofcalling particular 
attention to hardware. Remember 
there is a universal love for forged 
iron hardware. Women adore it and 
men like its honest expression of 
fine craftsmanship. 


The builder and contractor who 
spends a few dollars for McKinney 
Forged Iron Hardware—the front 
door, perhaps; cabinet hardware, lanterns, lever handles or shutter 
dogs, buys interesting and charming pieces to focus the attention 
of his prospective buyer. These sales are more profitable to you, 
more helpful of results to him. 


Often the less expensive the house the more it cries out for just 
such finishing touches as forged iron hardware provides. 


Your regular source of supply carries McKinney Forged Iron Hard- 
ware in stock in many different master designs and suited to 
practically every type of house. There’s a selling punch in every 
graceful line and ‘every glint of light from its rugged surface. 
McKINNEY MFG. CO., Pittsburgh, Pa. 


sere HARDWARE 
pitcher grip. One of the many 
different designs. 




















HARDWARE AGE for AUGUST 29, 1929 


21 














TRADE 


WINDS 


By LLEw S. SOULE 


OCEANS OF OPPORTURSITY 


S the independent retailer on his way out? Is 
he following in the footprints of the mastadon 
and the dodo? Is the business undertaker 

waiting for him, just around the corner? 

We might as well inquire if the oceans are drying 
up. Some time in the dim and distant future it may 
be possible to walk on dry land from New York to 
London; some time in the equally dim and distant 
future the independent retailer may be only a mem- 
In neither case will there be anything for us 


ory. 
It is a problem for our children’s 


to worry about. 
great grandchildren. 

Dr. Julius Klein, assistant Secretary of Commerce, 
sums the matter up as follows: “The vast majority 
of independent American business men, possessing 
a reasonable margin of capital, with native ability 
and with willingness to work, to utilize new methods 
and to take advantage of new conditions, have as 
great an opportunity for success today as ever in the 
past; in fact, a greater opportunity, because of the 
steady advance in our living standards and our 
buying power.” 

There is the answer in a nut shell—Greater op- 
portunity ; a few obstacles to climb over or kick out 
of the road, a few detours, but nothing to deter the 
energetic, efficient driver of the independent business 
car from reaching the goal of success. The only 
really formidable obstacle in his way is himself. 

To be sure, Dr. Klein does not picture the trail as 
a path of roses. He realizes, as we do, that the days 
of “happy-go-lucky” merchandising are over. He 
is speaking of merchants—not mere storekeepers ; 
but he knows, as we know, that there is plenty of 
merchandising ability in the ranks of the indepen- 
dents. It is merely a case of dusting it off and tak- 
ing it down from the shelves. It is “open display 
table” time for ability as well as merchandise. 

Dr. Klein takes the bunk out of the pessimist’s 
greatest argument. He says: “The plain, blunt 
truth appears to be that the influence of competition 


in occasioning retail disasters is enormously exag- 
gerated. It is not nearly as mischievous a power as 
the failures would have us think.” A recent survey 
by a nationally known commercial credit-rating 
firm shows that competition accounted for only 3.6 
per cent of business failures in 1928. But—nearly 
one-third of the total—31.4 per cent, to be exact, 
are charged up under the heading of incompetence. 

He goes on to say: “That word ‘incompetence’ 
is more or less repellent, but one fears that it all too 
frequently represents an unpleasant truth. Fortu- 
nately in many cases this is a condition that will yield 
to treatment. Knowledge is the sovereign specific.” 

And—the Doctor doesn't hesitate to prescribe 
treatment for the incompetence malady—‘more 
rigorous dosages of facts, and in particular, of that 
carefully compounded, wonder-working pair of con- 
coctions: market surveys and cost analysis.” He 
might well have added a cathartic in the form of 
efficient salesmanship to rid retail stocks of dead 
items and regulate the flow of profit-bearing mer- 
chandise. 

No, the independent retailer is not on his way 
out He is on his way up. He realizes his weak 
points and he is becoming conscious of his strength. 
The very flexibility of the system under which he 
operates is one of his greatest assets. With it are 
these other assets of individual service and personal 
contact. 

Wherever there is opportunity there are men to 
grasp it and measure up to it. There is no lack of 
opportunity for the independent retail hardware 
merchant whose ability is backed up by knowledge 
and the will to succeed. The others wouldn’t rec- 
ognize opportunity anyhow, and if they did they 
wouldn’t know what to do with it. Fortunately, they 
are in the minority with an overwhelming majority 
of good ones on the other side of the fence. 

There is still plenty of water in the independent 
ocean. 
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Above the seven-foot level of the wall cases Earl Seaman has constructed what he calls overhead wall display panels. 
They are used to feature many items which are otherwise neg- 


are sixteen of them all told, eight on each side of the store. 
lected because of shape and size. 


The panels are removable and may also be used for strictly seasonable lines. 





There 


Ordinary 


wood frames, slotted to permit removal of the panels, may be built to any available size, depending, of course, on the size of 


the store. 


The panels are wood covered with green cloth. 


Then Came the M.O.B.S. 


MAIL ORDER BRANCH STORE 


But this Connecticut Store was Ready 


HEN one of the well known Chicago mail order 
firms purchased a building site for a branch re- 
tail store in South Manchester, Conn., certain 
local retailers got very nervous. Some of them curtailed 
their buying, talked about closing up, and saw general 
ruination to independent retailing. They visioned the 
“inevitable handwriting on the wall.” In fact so did 
Earl Seaman, only he read a message that was different. 
He saw that his biggest opportunity for real expansion 
was at hand. To him the handwriting on the wall was 
an inspiring challenge which promised to make South 
Manchester, almost overnight a much more important 
trading center. He immediately secured larger quarters 
directly opposite the mail order location. With the help 
of competent store engineers he designed and erected a 
large modern retail store, arranged so that all lines were 
displayed and easily bought by customers. 
In his optimistic view, Earl was not foolish. He knew 


that his new store would attract trade from a much wider 
trading radius. He also knew he was due for the great- 
est and most efficient competition he had ever faced. He 
was wise enough to know that it was more than a com- 
petition of price and that display methods, advertising, 
store cleanliness, proper illumination, efficient arrange- 
ment and careful management would play a part in the 
future fight for local business. 

Earl’s answer to the challenge of “The handwriting 
on the wall” is clearly shown in these illustrations. The 
store which operates at F. T. Blish Hardware Co., has 
been the talk of the town and surrounding country. It 
has been a success from the start, not because of good 
luck nor because of Manager Seaman’s good nature, but 
because it reflects many months of intelligent planning, 
carefully departmentized stocks and displays with visible 
pricing on practically all lines. 

The windows have never been more attractively ar- 
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ranged and the scientific store and window lighting vies 
favorably with the illumination equipment found any- 
where. Twelve 300 watt lamps are used. Sixteen open 
top tables and four show cases plus the display space 
offered by the new wall fixtures and overhead panels 
bring before the public eye practically every item sold 
by this firm. The fixtures were planned and installed by 
J. D. Warren Mfg. Co., Chicago, III. 

The first important reaction to the new store was the 
immediate increase in second sales. The old store had 
been kept neat and clean, but there were few second sales 
other than those plugged by the sales staff, such as a 
brush with paint, etc. In the new store, customers sold 
themselves second, third and even fourth items, with 
the natural result that records of sales per customer have 
grown steadily as has the number of customers per day. 
The growth has been such that two men have been added 
to the staff making the personnel ten. 

Instead of placing merchandise wherever space could 
be found (as it was in the old store) goods have a 
definite location at the Blish store. There is reason for 
each location. Related goods are grouped together, giv- 
ing the entire store departmentization. Second in im- 
portance perhaps to the second sale reaction was the 
discovery that in the remodeled store, there was little 
or no dead stock and shortage problem. It is easy with 
open type display to keep accurate and almost constant 
control of all lines. Items not selling may be closed out 
and goods in active demand reordered before complete 
depletion takes place. This store uses a special blue 
striped price button on goods which are inactive. This 
identity is to encourage the selling staff to push the sale 
of items so designated. 

Earl has had his new store nearly a full year. In 
this time he has studied the results of each fixture, each 
move and of each display. In fact he is always study- 
ing and acting on what he finds to be the proper method. 
He has learned many interesting things about certain 
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These bolt and nut sample boards were placed before the bolt 

and nut cabinets in order to make a clear photograph. They 

hang on the end of the cabinet. Few people know sizes or 

kinds of bolts they want, but can easily identify desired num- 
bers when they look at a sample board. 


lines which he had improperly classified. For example 

some items he considered in the demand class and found 

they were good display sellers. Other items he thought 

should be active if displayed have moved slowly and 
(Continued on page 54) 


This store plan from F. T. Blish Hardware Co., South Manchester, Conn., gives you a clear idea of departmentization and 


the location of various merchandise sections. 


Note the amp-e aisle space between tables and on the sides. 
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RANDOM THOUGHITS 


By SAUNDERS NORVELL 


N the good old summertime, whether we are on our 
vacations or not, we like to ease up, stop concentrat- 
ing and allow our thoughts to wander around at 

will. 
* * K 
Every morning I look through my newspaper I take 
my little course in the study of crime. No one ever sees 
the Police Gazette these days. The daily papers have 
become Police Gazettes. There is only one paper that I 
know anything about that is not conducting a school of 
crime, and that is the Christian Science Monitor. I read 
a copy the other night and it is certainly a nice clean 
paper, but no paper for any criminal to read. 
ee 
There has been a regular boom in crime and detective 
stories and plays. It’s great for the ammunition busi- 
ness! Let them shoot all over the stage. The more 
they shoot the more ammunition they use. Stories of 
gunmen have taken the popular fancy. The entire 
country seems to be buying guns and ammunition and 
shooting up the whole landscape. Every boy buys his 
.22 and tries to be a crack shot. Even on the boats on 
the Sound they are shooting rifles. Fishermen are car- 
rying rifles with them to shoot with when the fish do not 
bite. We are becoming a nation of marksmen. All this 
is unconsciously stimulated by the daily crime sheets. 
* Ok Ok 
Now comes Dorothy L. Sayers with an anthology of 
crime stories, all sorts of detective stories by all of the 
best authors—stories of horror, stories of crime. This 
book looks like a hardware catalog. It has 1200 pages. 
In the introduction Miss Sayers tells how detective 
stories are written. To my mind, the best part of the 
entire book is her introduction. She compares and 
analyzes the work of all the great detective story writers. 
She explains the technique of each. She shows how one 
writer has borrowed from another. She divides the de- 
tective stories into various heads, and then explains them 
in detail. This is a great book for a vacation. You can 
just pick any kind of a thrill you want. It would also 
be a great book to take on a journey and read on the 
train. My only objection is that the type is rather small. 
eo 
Miss Sayers certainly gives you your money’s worth. 
What a job it must have been to compile this book, cov- 
ering almost all of the good detective and horror stories 
that have ever been written in the English language. 
Some great stories, however, have been left out on ac- 
count of copyrights, but there is enough in this book. If 
you tackle it, you will be satisfied. If, however, you are 
troubled with insomnia or with nerves, it might be bet- 
ter not to take a large cup of coffee for dinner and then 
read this book in bed. You will be afraid to turn out the 


light. is 


The other day a friend from the West called. At one 
time I belonged to a card club, composed of ten members. 


We used to meet every Saturday night. This friend 
reminded me that he and I were the only two of the ten 
members still living. 
oak 

Not long ago I happened to be rummaging through 
some old papers in a desk. I found a golf card with the 
score of a foursome game. The game was played in 
1923. There were four of us. I am the only surviving 
member of that game. 


* *K * 

Recently in a magazine with a large national circula- 
tion, an article was written about me. As a result of 
this article I have received letters from three widows of 
three of my old friends—one from Seattle, one from 
San Antonio and one from St. Louis. 

Steamship officials state that on the cruises around 
the world a large percentage of the tourists are widows. 
I haven't any mortality statistics, but judging from my 
own circle of acquaintances and friends it strikes me that 
my contemporaries among business men are dying off 
while their widows are left blooming. In almost every 
apartment hotel you will find a lot of widows living com- 
fortably, easily, lazily and indolently on their incomes. 
Life insurance is a great thing! 

* = = 

The random thought has come to me that women are 
leading, or have led, better and more regular lives than 
men—more sensible lives, lives that lead to longevity. 
This, I think, is particularly true of my generation. The 
women of my generation did not smoke or drink. Pos- 
sibly the younger generation of women, who have 
adopted most of the bad habits of the men will not live 
quite as long as my generation. Possibly they may die 
along with their husbands. This may be better or it 
may be worse. It all depends upon the point of view. 
Lingering superfluous on the stage, as Shakespeare puts 
it, may not, after all, be the most interesting outdoor 
sport. 

: * + 

This week I received a circular quoting prices on a 
line of cigars. Attached to this circular was a booklet 
giving a very frank account of the effect of nicotine 
upon the system. Nicotine is especially destructive to 
the nerves and to the heart. A very large percentage 
of the deaths of business men between fifty and sixty 
is from heart trouble. I understand that about 20 per 
cent of all deaths are caused by heart failure. There is 
no doubt that it is high time that our business men, when 
they have reached fifty, should give a thought to them- 
selves. Possibly, however, if they should start thinking 
about the subject at that age it would be too late. 

* ok * 

A man called on his doctor. After the examination 

he inquired, “Doc, how long will it take to fix me up— 


a week?” Doc replied: “You have been doing every- 
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thing you could think of to ruin your health for the last 
twenty years, and now you come to me and ask me to fix 
you up in one week. It isn’t logical.” Health is the 
reward for correct habits. Nature plays no favorites. If 
you break her rules, you pay the penalty. 

The modern women are dieting. Unfortunately, as 
they diet they expect their healthy husbands, who do not 
care so much about their boyish figure, to diet, too. Re- 
cently I heard of a man who left his wife. She was 
heartbroken. Upon meeting her husband after the sep- 
aration, she inquired about the other woman—was the 
other woman more beautiful? His answer was: “No, 
she is not as beautiful. She is not as entertaining, but 
she gives me something to eat.” 

+e « 

As a matter of fact, have you noticed how difficult it 
is these days to actually get something worth eating. 
Recently I visited a very expensive hotel at the seashore. 
The bill of fare read like an epicure’s dream, but when 
the food came on the table it was just a collection of por- 
celain bird baths. It was terrible stuff! Everything 
tasted exactly alike. Oh, for a real juicy, well-cooked 
steak! Where can you get them? Certainly not in any 
of the New York hotels or restaurants, regardless of the 
price you are willing to pay. 

:* - « 

Poor Mark Twain! When he was in Paris thinking 
of home, he wrote out a list of the good, real honest-to- 
goodness food he would like to have. With all you hear 
about French cooking, let me tell you honestly you can’t 
get any real food in Paris. How tired you grow of fillet 
de sole and of poulet. One of my friends told me he 
always stayed in Paris until his liver quit working, which 
was about three weeks. Then he left the rich sauces of 
France for the boiled food of London. \What a shock 
it is to one’s stomach to fly from Paris to London, but 
you can understand why the English are all so thin when 
you eat their food. Boil! Boil! Boil! “Will you have 
a savory, sir?’ Oh, for a good old American steak or 
fried chicken with corn fritters! 

* * * 

Here's a delicate one. A man persuaded his mother- 
in-law, who lived with them, to take a tour around the 
world. He told the friend it was a great idea; it worked 
fine, “but,” he remarked with a sad smile, “the world is 
so darn small!” 

* * o*K 

A magazine devoted to selling has a series of articles 
on the subject “Can we restore the kitchen’s waning 
glory?” The idea is how can we make the kitchen at- 
tractive to the modern flapper. You can’t. Just add hot 
water and serve. That’s her idea. 

** 2 

A literary article recently stated that the present gener- 
ation in England would not stand for sentimentality. 
Some of the sentimental English writers, who have large 
sales of their books in the United States, are not at all 
popular in England. The United States is still senti- 
mental. There is more sentiment in the smaller towns 
than in the larger cities. Magazines of sentiment sell 
in these small towns. There is more sentiment in the 
West than in the East. There is more sentiment in the 


South than in the North. A small town in the South 
is just full of sentimentality. The people in these towns 
are our contemporary ancestors. They are living about 
the same lives our fathers and mothers did. Wouldn't 
you like to gather around the piano on a Sunday after- 
noon and sing songs such as this: “Annie Laurie,” ‘He 
Will Come Once More and Love Me As Before.” Can 
you get our younger generation pulling off a stunt like 
this? But I can remember when it was done. 

I can also remember when we recited “Bingen on the 
Rhine,” where a soldier lay dying, lacking a woman’s 
tears. Another popular poem was “Give Me Three Grains 
of Corn, Mother.” That was apropos of the famine in 
Ireland, but I can’t imagine anybody recovering on three 
Then a prime favorite was “The Song of the 
Shirt.” That was a thriller. Every verse had something 
in it about seam, gusset and band. As I look back, those 
were great days if you didn’t weaken. 


grains. 


* Ox 


Speaking of crime, one of my friends writes me a 
letter of congratulation on my birthday, and then switches 
the subject to selling me some life insurance. Inclosed 
with his letter was a pamphlet on annuity insurance. I 
read this pamphlet with interest. It is just the reverse 
of regular insurance. In regular insurance the insurance 
company wishés you to stay alive. The longer you stay 
alive the more money they make. In annuity insurance, 
as I gather from this pamphlet, you bet the insurance 
company so much money that you will live and they bet 
you you will die. 

oo és 

In regular insurance the younger you are the lower the 
rate. In annuity insurance the younger you are the 
In annuity, at 65 years of age, you are 
I am glad to see 


higher the rate. 
a good risk, because you may die soon. 
that my insurance friends are catching them going and 
coming. I wonder if a man should take out both a regu- 
lar policy and an annuity; if one would not cancel the 
other. He might pay both ways and find when he died 
that what he won on one possibly he lost on the other. 
Just like a friend of mine who went to the horse races 
and bet on so many horses that all he won on some he 


lost on the others. 
* Ox 


Speaking of life insurance, I have a near relative, who 
at thirty years of age took out a $10,000 policy and paid 
it up in full. He is now 101 years old. The policy was 
paid, as all insurance policies are, on his one hundredth 
birthday. His children were present at the birthday cele- 
bration. He gave to each of his children a check cover- 
ing their share of his life insurance. Figuring on a 
modern policy, this policy should have been worth 
$86,000. My relative lost $76,000 by playing safe and 
taking out a full paid policy when he married at the age 


of thirty. 
x * 


I have before me statistics on car loadings, imports 
exports, failures in business, rates of exchange, interest 
rates and the average price of 20 railroad stocks this 
month, last month, two years ago and five years ago. 
This interesting, exciting and romantic information will 
be supplied after Labor Day! 
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’ TURNER 
Seneesews we STOCKTON MAROWARE & IMPLEMENT CO 


i Camping 
or Need Equipment 
for Your Mountain 
Summer Home? « 


Enjoy real comfort in camp life 
with the proper equipment for pre- 
paring your meals. By all means 

have a good camp stove and cooking utensils. We also 





American stoves; extra large fuel tank 

Gasoline wind break in back and side 
wi 

Lanterns 


Campers will be inter. 
ested in the American 
Gasoline Lantern with 
the non-clog generator 
- and the highly effi- 
cient light it produces 
—and the fuel supply 
tank that holds enough 
fuel for 13 to 15 hours; 
and the built-in pres 
sure pump which op- 
erates 80 easily! 

No. 278 is priced. $7.50 
No. 287 — instant light 

$8.50 


° ° : 
Viko Aluminum Kits 

hus is the ideal camp cooking equipment—extra 
heavy gauge Viko Aluminum—set consists of an & 
quart clamped lid kettle; 4-quart kettle with cover; 
skillet with detachable handle; 4 
plates; 4 cups; coffee pot; salt and 
pepper shakes—all nest in the feng 


= $7750 | 
Priced, complete .........+.....+055 - 


kettle; so compact and eary to 





18 TO 32 N. AMERICAN STREET 
. 





ia suggest many other needed items for your camping trip. 


Outfit at the Big Store: 


No “rustling wood” when you 
have the highly efficient 
Kanip Kook folding camp 
stoves. Get an instant hot 
flame with these gasoline 


and built-in pressure pump— 


ngs. 





* 
| 
| 
{ 


So fine for camp vse and also 
Seat tr the home kitchen 


American pages Kook Stoves 





No. T —2-burner size .......85.60 
No. 8 —2-burner with oven 









Dutch Ovens 


e Wagner make; cast 





Camp Dishes 


Large Size Camp Cups; white 
enamel, each .... + se 
Saucers; white enamel, each. We 
&inch Plates; white ename! 1 .alSe 
10-inch Plates; white enamel, 











other © fine 


pers. 
socthenp King Shovel. .$1.25 
Northern King Axe..... 
Offitial Fire Fightcr 


This Ee an exce penalty fine 
90 


Camp Axes 
We have a nice selection of good 
quality handy camp axes, priced as 
follews 
CAMP ARO ..ccccccesereee oft 35.15 
Hunter's Ax@ ......0.0eee00.- 4 $1.25 
Sportsman's Axe ....00--++...! $1.75 
Official Bev Scout Axe 
wifi sheath” ..............0.4- $1.90 
axe; 
Galvanized 
Water Boyco Canteens 
Pail These canteens are noted for ses 
fine manufacture and jong servic 
r 
Pent blanket covering and wide khaki 








¢-quart size 1 
l-quart Boy Scout .... weeee BC 





2-quart size . 











L Suggestions 





Lf values! 


eo 
Flashlight Values! 
ee {f you are buying a flashlight—don't overiook these very #necias 
: So eubstantialiy constructed with SOLID BRASS came 
q on the Jamp ena 
do not loosen up the batteries; high-grade throughout. 
poo : ; 
we : ; i 
: ; 
. No. 6054 
$ ; Forunng: 400 
Seareaight: ree- fast range: great vatue; fort range 
. 7 cel: Diaek: aed 
value. “tar #3 
Spreial Preriad npectel 
= = 


shovk absorber beck of bulb; focusing type operate 


No. 6144—This is a very popular 2-cell 
brass case; black; regularly selling at 
$1.00 to $1.25; OUR PRICE.......... 


No. 6244 No. 64 No. 


$115 $125 $149 


Industrial or Boy Scout 


Mere ie a real value in this type; ideal for industrial 
workers and so much in demand by Boy Scouts; 
clip for belt ot pocket; offeet model 


REGULAR $] 49 


$2.00 VALUE ........ 





Weter Bags 


A canvas water beg is bendy. 
for your motor trips and for 
camping purposes, 


l-gallon size 
2-galion size ... e | 
Sgalion sire .......++... $1.45 





























ADVERTISING 


People spend more and buy better when 
most money is in circulation—Sep- 
tember and October are Active Buying 

months 


By GUY HUBBART 


ROGRESSIVE hardware merchants, large and 
Pret in big and little populations, can profitably 

spend some time and effort in the study of local 
buying habits. Information gleaned by such study is 
of value many ways in addition to furnishing a sensible 
basis for using newspaper space. 

Every community spends money for hardware at all 
times, so much per capita per year. The amount is dif- 
ficult to determine and would be of doubtful value, per- 
haps if it could be calculated, but each merchant can, by 
consulting his own weekly and monthly record of sales 
for one or two or three years back, gain valuable infor- 
mation as to how the local community (town and six 
to twelve mile trading radius) responds to his selling 
efforts. 

In a city of, say, 40,000 or even 20,000, the situation 
will vary for each of the six to twenty hardware stores. 
But for a single store, if records are carefully gone over, 
some very definite facts will come to light. 

Here are three of direct application to the better use 
and value of newspaper advertising : 


General Sales 


Fact No. 1—General Sales; that is, all over the store; 
all lines carried run high at certain seasons, medium at 
others, low at others, in relation to annual volume. 

This merely means that more people buy more dif- 
ferent items at the high peaks, less at the medium peaks 
and still less at the low peaks. 

In other words, it is a chart indication of the ebb and 
flow of spending power so far as hardware sales go. 
These peaks vary only a little year after year. 


Department Sales 


Fact No. 2—Certain weeks of each of the 12 months 
show increased activity in specific lines or stocks of 
goods, such as tools, run high this month; toys and 
wheel goods run second the same month, but the second 
instead of the first week, and so on through the main 
divisions of stock. 

This indicates the merchandising standing of the store 
by lines and weeks of the month, meaning merely that 
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ASED ON BUYING HABIIS 


the store’s regular customers have a somewhat established 
routine for buying certain lines of goods. 

Fact No. 3—Certain months and certain weeks of each 
month show high and low levels of unit sales; that is, 
for example, a store will find by .going over its June 
records that the third week of June is a period when 
sales per customer run 20 per cent higher than in the 
first, second and fourth week. If this is the case over 
a period of three years, that merchant is safe in assum- 
ing that the third week in June is a time when people 
spend extra money with him. 


Advertising Value of Facts 


Of course, only those merchants who keep fairly com- 
plete records of sales can work out the above facts. But 
many can and do. The point is that such facts are a 
basis for using newspaper space (and other forms of 
advertising) to stimulate business. For a fundamental 
principle of advertising is this, and it fits any store in 
any size population: Returns in sales 
from advertising parallel normal buy- ‘ 


large enough to meet the requirements of the advertising 
contract he holds with the paper. But around pay-day 
he uses a carefully prepared full page in a big “splurge” 
in three issues of the local daily. 


Timed Insertion Pays 


The first full page insertion is made two days prior to 
pay-day and the third and last insertion appears on pay- 
day proper. Mr. Kerr advises that this is the best plan 
he has ever used and reported results are very satisfac- 
tory. Dealers located in towns where similar conditions 
prevail and the largest portion of the citizens’ revenue 
is received at stipulated intervals should be interested in 
seeing how this plan would work out for them. 

In the full page advertisements an effort is made to 
keep a personal touch in the copy. In other words to 
make the advertisement sound just like the merchant 
would talk. This is important in getting the message 

(Continued on page 52) 


‘The Niles Daily Star. Wednesday. June 1. 1929. 








ing activity; that is, for a given 
amount of space and over, say, four 
weeks’ direct return run highest in 
weeks when normal sales run highest. 





| OPPORTUNITY WEEK | 


a THE KERR ae 





Fly Swatters 
Swat 








Niles and Coldwater, Michigan June 27 eee 





The reason is simple enough It is 100} June 20 
because people buy more goods more — a rors 
often when they have money to spend, XQ SSSH "see 





and money to spend runs in seasons, 
more one time than another, in any 
ordinary community. 

The full page advertisement shown 
here illustrates the specific applica- 
tion of the above rule. 








IRONING BOARDS 
48°: inéheo 5 12 Inchon Table 
Debi. special 





LUGGAGE CARRIER (yyy) 
ar Por tbe board of ry 
ee tac in $1.20 J 


Aluminum 
Bellaire Double Boiler 
Enamelware You seldom = A 


PRAYERS 
k. larae 18 inch strmke 




























. . OTHES 
It is often quite a problem for the BASKETS, 
hardware merchant to ascertain what ee 


method of local newspaper advertis- 

















ing would prove the best and most 
productive for his store. Results se- ] 




















Sets Priced Low Official Pitching 
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cured by any method are rather hard 
to determine, but the plan outlined 
here sounds very practical and as it wee 












BREAD BONES 
jo} Choice of colors, mein 
ow 
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COLD PACK 





has successfully weathered a fairly 
extensive trial, we believe it is worthy 
of consideration. 








CANNING 
OU lid r 
‘That fits in your brie 
te 
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Niles, Mich., is a “railroad” town, 
having a population of less than ten 
thousand. The bi-monthly pay day’s 
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fall on the 5th and 20th of each 
month, J. A. Kerr, proprietor of the 
Kerr Hardware Co. of Niles, is a 
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firm believer in “striking while the 
iron is hot.” Working on the theory 
that more money will be spent when 
the most money is in circulation, the 
advertisements Kerr carries in the 
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local paper are of moderate size, just 
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Big Business in a Small Town 


Fish and Kronenberg, Hamburg, New York, credit their display 


methods for the large volume of business they are doing in that com- 


munity. 


HE firm of Fish and Kronenberg is outstanding 

in retail merchandising circles in western New 

York. It not only does a volume of business, 
speaking now of the individual departments, plumbing, 
furniture and hardware, that large city stores may be 
proud of, but it does this volume in a village of some 
4000 inhabitants. A village that is but a twenty-minute 
ride from the city line of the city of Buffalo! 

“Our normal hardware stock averages $35,000,” 
Marvin Schwert, hardware manager. ‘Our last year’s 
business will total between $135,000 and $145,000. We 
feel that whatever success we have enjoyed in the past, 
and are noting in the present, is due, for the most part, 
tr our method of displaying merchandise. 

“All of the 
smaller merchan- 
dise is visible 
and readily 
available atop 
three large coun- 
ters that meas- 
ure 40 by 6 feet. 
Additional small 
merchandise is 
displayed on the 
outside of the 
70 - foot wall 
com partment 
case that flanks 
the hardware de- 
partment on the 
right.” 

These three 
large counters, 
on which rests 
so much of the 
success of the F. 
& K. hardware 
department, are 
about 3 feet 
high, and con- 
tain hundreds of 
individual open compartments fo rthe various and numer- 
ous hardware items. A large border 4 inches high runs 
along the edges of the cases. This border not only 
looks nice, and adds to the pleasing picture the cases 
present, but it helps keep many articles from sliding off 
the case and to the floor. 

Two shelves within the cases, carry reserve and new 
stock. These shelves, extending completely around the 
cases, are time-savers and sales-getters. With them 


says 





This view of the Fish and Kronenberg store, Hamburg, N. Y., shows the hardware 
displays that have contributed largely to the success of the business. 
lighted and the arrangement of tables and other displays makes buying a temptation. 


Attraction value increased and selling resistance reduced. 


there is no lost motion on the part of the salesman 
going to some back portion of the store to get what the 
customer wants. And, to, the shelves, open as they are, 
assist the customer in selecting her own merchandise. 

Another valuable Fish and Kronenberg merchandis- 
ing point! On these tables and among the hundreds of 
individual compartments is both inexpensive and expen- 
sive merchandise. Fish and Kronenberg do NOT keep 
the inexpensive articles by themselves. These merchants 
believe mightily in the power of the silent suggestion 
that comparison makes possible. 

“We always keep a better article or two alongside 
the same article but of cheaper grade,” says Mr. Schwert. 
“A woman sees and handles this or that article in cheap 
grade. Right 
next to it is the 
same article but 
of better qual- 
ity. She buys 
the latter! Many 
sales of the bet- 
ter stock are 
made_ because 
customers can- 
not resist the 
temptation 
to own it. 

“The method 
of silent sugges- 
tion saves much 
time and effort 
on the part of 
salesmen. The 
smaller things, 
thus can take 
care of them- 
selves, leaving 
time free to 
the salesforce to 
gain knowledge 
about and _ sell 
the bigger and 


The store is well 


more expensive articles, such as refrigerators, radios, 
washing machines, stoves and other large articles. 

“Each one of these items demands special study and 
it is our policy to have individual members of our sales 
force take charge of all customers and customer quiries 
anent a particular specialty. One man will attend to all 
refrigerator business, another to radios and so on. One 
cannot hope to know all there is really known about 
the hardware business and be efficient in all. 
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“We find it extremely advantageous to apportion par- 
ticular sections of our stock to those salespeople best 
qualified to sell that particular merchandise.” 

Fish and Kronenberg advertise their hardware depart- 
ment in a number of ways First, there is the weekly 
newspaper advertising. Hamburg supports a live weekly 
that covers well the store’s potential trading territory. 

Secondly, monthly mailing of a pictured catalog of 
of hardware supplies carried by this store to 2000 of its 
choicest customers. 

Another method of advertising Fish and Kronenberg 
hardware is its four yearly sales—in February, May, 





These sales are “apprecia- 


September and December. 
As he explains 


tion sales,” according to Mr. Schwert. 
it, F. & K. sales are for the benefit of customers. Reg- 
ular merchandise is available at a good discount. The 
store gives its customers a “break’’ for all the good 
“breaks”’ they have made possible for the store by their 
patronage in the year. 

The F. and K. hardware excels in window display. 
This store, although located in a small town, spends not 
a little time and effort in giving local and visiting out-of- 
town people something to look at. Displays are changed 
weekly. 





What is a Merchant For? 


By HARVEY CAMPBELL 


IGHT now we are dismayed by hearing the inde- 

pendent merchant and the chain-store operator 

yapping at one another, each trying to prove that 
he deserves his special place in the sun. Those dealers 
who are employing their time in serious, constructive 
thinking, and who refuse to join in the yapping, are get- 
ting some place in business. 

The so-called “independent” retailer was nervous 
about the mail-order house until he got used to it. Like 
the weather—he spent a lot of time talking about it, but 
he didn’t do anything about it. Now he has turned his 
scornful attention to his neighbor, the chain-store 
operator. 

He forgets that once upon a time the biggest chain in 
the world was just a single little store, commanding less 
respect than his present-day independent store. How- 
ever, that little store had a man in it who knew some- 
thing about selling. Because he was smart, and could 
make customers, his kind of a store was demanded in 
Therefore, very soon he had two 


some other locality. 
four—and so on, ad _ in- 


stores—then three—then 
finitum. 

He made his success because of superior selling ability. 
Now the independent store is jealous of his superior 
buying ability. 

In the meantime, both have forgotten what a merchant 
is for. 

3usiness is simply a means of getting a product out 
of the ground—where everything comes from—to the 
consumer. The blessed consumer must be fed, clothed, 
sheltered and made generally comfortable. Raw mate- 
rials are lying in the dirt, and, through a course of proc- 
esses, are developed into a shape, size, taste, color, or 
what you will, to suit the ultimate buyer. Along the 
road from the field, mine or orchard are several inci- 
Another is 





dents. One of these incidents is a factory. 
a carrier. Another is a wholesaler. Another is a re- 
tailer. The main idea is to take care of the individual 


for whom the item was originally devised. If one fac- 
tory, one carrier, one wholesaler or one retailer is 
smarter than another, his methods will reward him. 

The unfortunate part of the procedure is that the fur- 
ther we get along the line of development of any product 


the less brains are in evidence. We have great. colleges 


Vice-President—Secretary, Detroit Board of Commerce 


and laboratories serving our farmers and miners. We 
have universities and a government with brainy, scientific 
laboratories serving our factories. We have great sales 
schools in our wholesale establishments. We have a few 
attempts at selling efficiency on the part of some of our 
big retailers, but in the average retail store we have 
very few brains where the customer can find them. In 
other words, the closer the article gets to the customer 
for whom it is built, the less intelligence is displayed. 

That’s the reason for the tremendous force of adver- 
tising that has been flaunted before our optics during the 
past generation. Asa result of this advertising the cus- 
tomer often knows more about the article which he 
desires to purchase than the clerk who is entirely sur- 
rounded by said article. In many cases he actually has 
to wrest the product from the retail clerk, who knows 
nothing whatever about it that is not printed on the label. 

What is a merchant for? The answer is: A merchant 
should be God's gift to the consumer, who is a willing 
slave, driven to the purchase of articles which he often 
does not really want but which he is compelled to buy. 

For instance, who wants to get up in the morning and 
scrape his tender cheeks with a sharp piece of steel? No 
man is passionately fond of shaving, but he must do it or 
be ostracized. 

Therefore, he is forced to buy shaving equipment of 
rarious sorts. Does he get much help from the mer- 
chant? Does he get much advice from retail clerks? 
He does not. The clerk has not been taught that he is 
behind the counter to help customers solve problems 
which lie behind their requests. 

Once I saw a man brazenly walk into a hardware store 
and then heard him say: “I want a hoe!” What a liar 
he was! Of all the crippling, back-breaking instruments 
of torture the hoe takes the first prize. What the gen- 
tleman wanted was fresh radishes. If the clerk had re- 
alized what was behind his request he would have loaded 
him up with equipment that would have made his gar- 
dening easy, and made a friend for life. 

When is a merchant going to learn that he was put on 
earth to solve problems ? 

Those who get this slant on their jobs will find that 
they have little time to quibble about the details of mer- 
chandising development.—Cooperation (Speaker-Hines). 
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Sales Possibilities of 


Running § 
Water Systems 


Less Than One Farm 
Home in Ten in U. S. 
Has Running Water in 
House or Farm Buildings 
—A Selling Opportunity 


By LESTER J. SAND 


HAT opportunities 

for the sale of 

home water sys- 
tems abound throughout 
the United States is 
shown by statistics which 
indicate that scarcely one 
farm home in ten has 
running water piped into 
the home or farm build- 
ings. That this situation 
is widespread is shown 
by the latest census figures which reveal the fact that 
in the State of Minnesota alone, there are approximately 
167,000 farms without running water. 

The sale of water systems is divided into four groups. 
One of these groups is the very large farm market 
where the water system can be used not only for sup- 
plying water to kitchen, bathroom, and laundry, 
but it is also used for supplying water to stock 
tanks, dairy farms, creamery and also around 
the yard or garden, and for fire protection. 

The second group to which the dealer can 
sell water systems is the city market where, 
due to the hardness of city water, housewives 
turn to the use of soft water for bathing and 
laundry purposes. It is here that the water 
system is used for supplying soft water from 
the cistern in preference to a water softener. 
There is a large percentage of women 
who do not care for water softeners, 
because their husbands do not keep the 
softeners charged, with the result that 
the water produced from them is not 
soft, but very hard instead. The house- 
wife’s opportunity to 
always have soft 
water depends upon a 
cistern and a pump, 
unless the water soft- 
dhe ener is automatic— 


a U 








Sa! 


and that type costs as much and more than real “honest- 
to-goodness”’ cistern and pump. 

The third group to whom the water system is sold is 
the suburbanite. The movement from city to suburbs 
is increasing steadily throughout the United States and 
every one of these homes, outside the city water mains, 
requires a water system. 

The fourth group is miscellaneous and 
includes summer cottages and homes at 
the lakeside, garages, and lunch stands 
along the highway, public institutions or 
up-to-date tourists’ camps, etc., etc. A 
water system is required at all such places 
and the profits to the dealer who seeks. 
them out, are great. 

The subject of water system is one 
which would take volumes to cover, so in 
this article we are merely going to dis- 
cuss one type and that is the 
shallow well system, leaving 
the deep well unit for an- 
other time. There are many 
types of shallow well water 
systems, varying as to prin- 
ciple of design, type of power 
used, source of the water 
supply, etc. A shallow well 
unit may be operated by hand 
power or windmill, electric 

(Continued on page 52) 
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W. J. Brevitt, Sales Manager, 
Williams Oil-O-Matic Corp. 


W. J. Brevitt has been made general 


| ployed during September. 


sales manager of Williams Oil-O-Matic | 


Heating Corp., Bloomington, Ill. Since 
January, 1928, Mr. Brevitt has been assis- 
tant sales manager. He joined the Wil- 








W. J. BREVITT 











liams organization in 1925 as a field man, 
was soon made sales promotion manager, 
and later section sales manager in charge 
of New York and New England. 





Emery-Waterhouse Co. Suffer 
Loss from Recent Fire 


Fire damaged the wholesale and retail 
hardware establishment of Emery-Water- 
house Co., at 143 Middle Street, Portland, 
Me., on Aug. 17. 

It is understood that the warehouse, 
containing much stock, in the rear of the 
main building was not damaged. The cause 
of the blaze was not determined and the 
loss is said to be covered by insurance. 
As the offices of the company were ruined, 
temporary quarters have been set up across 
the street from the damaged building. 





National Food Preservation Pro- 
gram Will Open Sept. 1 


During the month of September, 1929, 
an educational campaign will be conducted 
throughout the United States in an effort 
to show the advantages of proper food 
preservation. This will be one of the 
greatest movements ever conceived and will 
doubtless help dealers in the sale of re- 
frigerators. 

The fundamental purpose of the National 
Food Preservation Program will be to im- 
press upon the American public four ma- 
jor ideas: 

1. The relationship between food spoil- 
age and health. 

2. To establish in the public mind a per- 
ishable food temperature of 50 deg. or less. 

3. The causes of food decay and bac- 
teria growth. 

4. The vital need for proper all-year 
refrigeration. 

Every avenue of advertising will be em- 





Newspapers, 
magazines, radio, stickers, milk bottle tags, 
truck banners, etc., have been designed for 
use. Newspapers have agreed to give 
ample editorial space to the program, and 
many addresses on the subject of food 
preservation will be delivered before com- 
munity meetings. 

The National Food Preservation Coun- 
cil is behind this vast program. Its offices 
are at 420 Lexington Avenue, New York, 
but campaign headquarters have been es- 
tablished on the eighth floor, Peoples Bank 
Building, Indianapolis, Ind. 

Manufacturers, distributors, public utili- 
ties and dealers throughout the country 
plan special mention of the campaign in 
the advertising during September, and have 
secured quantities of promotional literature 
for distribution during the month. 





Bigelow & Dowse Co. Buys 
Simmons Boston Branch 


Bigelow & Dowse Co., wholesale hard- 
ware distributor at 215 Franklin Street, 
Boston, Mass., has taken over the Boston 
branch of Simmons Hardware Co., St. 
Louis, Mo. It has purchased all merchan- 
dise with the exception of the Simmons 
private brand goods and has taken over 
the Simmons lease at 169 A Street, where 
on Sept. 3 Bigelow & Dowse Co. will be 
located. 

In the new building this old-established 
house will have much better facilities for 
conducting its business, as there is a spur 
track and ample parking space as well as 
an excellent shipping room and loading 
platform. 

It is understood that the Simmons com- 
pany will cover the New England terri- 
tory through its Philadelphia office. 

I. S. Dillingham is president and treas- 
urer of Bigelow & Dowse Co. J. Frank- 
land Miller is vice-president, and L. A. 
Paine, assistant treasurer. 





American LaFrance Utica 
Branch Moved to Elmira, N. Y. 


Announcement is made of the moving 
of the Utica, N. Y., office and plant of 
the American LaFrance & Foamite Corp., 
manufacturer of all types of fire extin- 
guishing equipment, including motor fire 
apparatus, to the company’s main plant and 
general offices at Elmira, N. Y. 

The change in location, which will prob- 
ably not be entirely effected until some 
time late this fall, began about Aug. 1, 
when the advertising, engineering, and the 
sales departments were moved from Utica 
to Elmira. It is anticipated that the entire 
office personnel will be in Elmira by the 
last of August. 

Prior to the centralization of the two 
plants and offices, the Utica branch had 
manufactured all the industrial fire extin- 
guishing devices marketed by the concern, 
with the Elmira plant being devoted to the 
manufacture of motor fire apparatus, lad- 
ders and equipment for municipal fire de- 
partments. Under the new arrangement, 
officials of the corporation look forward to 
the greater advantage which centralization 
invariably brings. 


| Norman D. Vea Now President 
The Dover Mfg. Company 


Norman D. Vea has been appointed to 
the presidency of The Dover Mfg. Co., 
Dover, Ohio, succeeding his father, Charles 
T. Johnson-Vea, who becomes chairman of 
the company’s board. 








NORMAN D. VEA 














Norman Vea assumes his new responsi- 
bilities with a background of close study 
of production, factory and office manage- 
ment under the supervision of his father. 
He was graduated from Yale University 
in 1921 where he specialized in electrical 
and mechanical engineering. Following 
his graduation, Norman Vea entered the 
Dover organization, starting in the factory. 
From department to department Mr. Vea 
progressed. For five years he supervised 
factory production and management and 
more recently has been active in sales ad- 
ministration. From 1893 to 1929, Charles 
T. Johnson-Vea built the Dover business 
from nothing to what is generally recog- 
nized as the largest factory in the world 
devoted exclusively to producing electric 
irons and percolators. In a recent state- 
ment, it is announced that from 1916 to 
1929, the company’s business trebled in 
sales volume and from 1923 to 1929, busi- 
ness doubled in sales volume. 

M. R. Vea is vice-president and treas- 
urer of The Dover Mfg. Co. and L. O. 
Haug is secretary. The board of directors 
consists of C. T. Johnson-Vea, chairman 
of the board; N. D. Vea, president and 
sales manager; M. R. Vea, vice-president 
and treasurer; L. O. Haug, secretary; T. 
R. Dahl, vice-president and secretary, 
White Motor Co., Cleveland; Harry R. 
Jones, Canton, Ohio, and H. H. Hostetler, 
attorney, Dover, Ohio. 


Ralph R. Rugheimer Now with 
Wagner Electric in Atlanta 


Wagner Electric Corp., 6400 Plymouth 
Avenue, St. Louis, Mo., announces that 
Ralph R. Rugheimer is now a member of 
the Atlanta branch sales office. Mr. Rug- 
heimer is a native of South Carolina and 





is well versed in electrical goods selling. 
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Sherwin-Williams Sales Conven- 
tion at Chicago, August 19 to 22 


Five hundred representatives of the 
Trade Sales Division of the Sherwin- 
Williams Paint Company, assembled at the 
Palmer House, Chicago, for a four-day 
merchandising conference, which 
on Monday, Aug. 19, and closed Thursday 
afternoon, Aug. 22. The delegates were 
comprised exclusively of Sherwin-Williams 
representatives in the trade sales division 
of the company who regularly call upon 
the retail dealers. 

The convention was a comprehensive, 
“double-barreled” merchandising program 
designed to fit the representatives with a 
wealth of information on modern 
chandising practices, in order that they will 


opened | 


mer- |° 


be in a better position to assist and advise | 


the dealer in any paint retailing problems 
which may confront him in the future. 
i. 


Collister, general manager, trade | 


sales, made a careful study of the latest | 


retailing methods, and the conference was 
calculated to render invaluable assistance 
to the Sherwin-Williams dealers, who will 
have the latest merchandising ideas gleaned 
by the salesmen at the convention, ulti- 
mately passed on to them. 

Monday was devoted to a trip to the 
Kensington plant of the company. George 
A. Martin, president, officially opened the 
convention on Tuesday morning, and he 
was followed in turn by W. H. Whittle- 
sey, vice-president and managing director 
of sales, and L. F. Collister, general man- 
ager, trade sales. Tuesday’s program was 
given over to architectural and big build- 
ing paint discussions, which were in charge 
of R. T. Crowell. 

Modern merchandising in all of its im- 
portant phases was discussed during both 
morning and afternoon sessions on Wednes- 
day. Dr. Julius Klein, Assistant Secretary, 
U. S. Department of Commerce, spoke on 
“The Problems of the Independent Dealer.” 
He said in part: “The influence of compe- 
tition in occasioning retail disasters is 
enormously exaggerated. It is not nearly 
so mischievous a power as the failures 
would have us think. A recent survey re- 
vealed that competition accounted for only 
3.6 per cent of the business failures of 
1928. Nearly one-third of the total were 
charged to ‘incompetence’ ! 

“That word ‘incompetence’ is more or 
less repellent, but one fears that it all 
too frequently represents an unpleasant 
truth. Fortunately, in many cases, this 
is a condition which will yield to treat- 
ment. Knowledge is a sovereign specific. 
The present position and future prospects 
of the retailer, especially the small inde- 


pendent operator, is unquestionably one of | 


the most vital questions now before this 
country. Retail store owners fail a good 
many times because they do not plan their 
store right—do not make it attractive. With 
women doing 85 per cent of the buying 
today, the wise retailer especially caters to 
her wishes.” 

Hardware merchants were well repre- 
sented on the Wednesday afternoon pro- 
gram, as Veach C. Redd, Cynthiana, Ky., 
president of the Kentucky Hardware and 
Implement Dealers’ Association, was one 
of the principal speakers, as was A. C. 


| 














Munn, secretary of the Philip Gross Hard- 
ware Company, Milwaukee, Wis. Both 


hardware merchants discussed paint mer- 
viewpoint. | 


chandising from the dealer’s 
The advertising department, through C. M. 
Lemperly, general manager publicity, 
W. D. McDonald and William Stuart, pre- 


sented plans for the coming year which | 


were enthusiastically received by the dele- 
gates. 

Wednesday night was the occasion of 
the representatives’ dinner in the main 
ballroom of the Palmer House. 


the dinner speaker, with “More Than Price 
Tag Value” as his subject. Thursday’s 
sessions were devoted to district meetings, 
after which the convention adjoined. 
Officials of the Sherwin-Williams Com- 
pany asserted that the year closing Aug. 31 


would be the biggest year in the history of | 
At the same time they at- | 
tributed much of their success to the re- | 


the company. 


tail dealers who have handled their products 
in a capable and commendable fashion. 
The company expressed pride in the fact 
that they have been privileged to serve 
many of their customers for more than 
fifty consecutive years with a steadily in- 
creasing business from year to year. 

‘Prospects were never brighter,” said an 
official. “Sales have shown handsome in- 
creases through the summer months, and 
our factories report a large volume of 
business on hand.” 





Cleveland Dealers Outing 
Attended by Five Hundred 


One of the most enjoyable and best at- 
tended outings ever held by the Cleve- 
land Retail Hardware Association took 
place at Nela Park in that city on Aug. 21. 
There was an attendance of about 500, 
including retailers, jobbers and representa- 
tives of manufacturers. The greater part 
of the afternoon was devoted to athletic 
contests of various kinds, and these were 
participated in by nearly everybody, there 
being events for men, women, boys and 
girls. This part of the program included 
a number of original, unique and exciting 
contests that furnished an abundance of 
amusement both for the spectators and 
participants. Winners were awarded valu- 
able prizes that had been contributed by 
hardware manufacturers and jobbers. 

During the latter part of the afternoon 
the retail merchants and jobbers had a 
baseball game which helped to whet their 
appetites for a sumptuous chicken dinner 
that was served in the Nela Park Cafe- 
teria. Nela Park is owned by the General 
Electric Company and adjoins a number 
of the laboratory and other buildings of 
that company. 

The dinner was presided over by H. B. 
McGrath, president of the Cleveland Asso- 
ciation. James B. Carson, secretary of the 
Ohio Retail Hardware Association, was a 
guest of honor at the dinner and enjoyed 
the afternoon festivities. Following the 
dinner, the evening was spent in dancing 
and card playing. 

The picnic was under the direction of 
a picnic committee, of which C. J. Wehrle 
was chairman. Other members were H. B. 
McGrath, George Rehburg, P. G. Wuertz, 
C. P. Davis, and Max Goodman. 


Rivers | 
Peterson, editor, Hardware Retailer, was | 


| Thos. Burrowes Died Aug. 11— 
| Secty. of Sickels, Loder & Co. 


Thomas Burrowes, who for the past 25 
| years has been secretary and a director 
of Sickels, Loder & Co., New York City 
| hardware jobbers, died Sunday, Aug. 11, 
at his summer home in Ocean Grove, N. J. 








THOMAS BURROWES 











He was 55 years old and had been asso- 
ciated with Sickels, Loder & Co. for the 
past 30 years. 

Mr. Burrowes was born and brought up 
at Keyport, N. J., the place of his burial. 
He had for many years made his winter 
home at St. George, Staten Island, and 
was a deacon in the Baptist Church at that 
point. During the summer he served as 
an usher in the mammoth Ocean Grove 
Auditorium: He was a member of the 
Sons of the Revolution and was very ac- 
tive in that organization as well as in 
church work. 

Since the first of the year the late Mr. 
Burrowes had been feeling ill and during 
the month of June was forced to give up 
his business activities and plan a long sum- 
mer rest. He is survived by his widow, 
two daughters and one son. His son, a 
graduate of Annapolis Naval Academy, is 
a naval officer stationed at Honolulu, 
Hawaii. 


~ 


H. S. Ashmun, Armstrong Mfg. 
Co. Executive on European Tour 


Harry S. Ashmun, vice-president of 
Armstrong Mfg. Co. Bridgeport, Conn., 
accompanied by Mrs. Ashmun, sailed on 
Aug. 23 aboard the North German Lloyd 
steamer “Bremen” for a European tour 
which will extend till Nov. 9. 

Mr. Ashmun expects to visit many of 
his company’s foreign connections and will 
also investigate the tool manufacturing 
situation in Germany and the general tariff 
conditions in countries visited. 





E. T. Rugg Issues New Prices 
The E. T. Rugg Co., Newark, Ohio, has 
issued a new net price list, No. 374, on 


its line of rope halters and ties. The new 
list is dated Aug. 20, 1929. 
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Two Specials Leave Chicago 
for Atlantic City Convention 


There will be two special trains leaving | 


Chicago, Ill., on Sunday, Oct. 20, filled 
with hardware men bound for the Atlantic 
City, N. J., annual joint convention of the 
National Hardware Association and Ameri- 


can Hardware Manufacturers Association. 
The “Hardware Special” leaves Grand | 


Central Station at 12 noon and runs over 


the tracks of the Baltimore & Ohio Rail- | 


road. It will be a luxurious train, fur- 
nished with valet, barber, maid, train secre- 
tary, special cars, etc. A banquet will be 
served on Sunday evening en route. 

The “Convention Special” of the Penn- 
sylvania Railroad leaves the Union Station 
at 12.30 p. m. It features de luxe service 
and the advantage of a through trip with- 
out change of cars. 

E. D. Corcoran will be in charge of the 
“Hardware Special.” 
be made payable to him, care of the Balti- 
more & Ohio Railroad, Room 1322, 105 
West Adams Street, Chicago. 

R. C. Caldwell, division passenger agent, 
will supervise the “Convention Special” 
trip. He is located at Pennsylvania Rail- 
road, 22 North La Salle Street, Chicago. 


Clock and Watch Association 
Plans 1929 Display Contest 


The Clock Manufacturers Association 
of America announces the opening of the 
1929 Clock and Watch Display Contest. 
It is open to any retail dealer whose dis- 
plays feature clocks or watches made by 
one or more members of the association. 

Many excellent photographs of displays 
were entered in the 1928 contest, and the 
association looks forward to seeing even 
better examples of attractive arrangement. 
The displays this year need not feature 
clocks and watches solely, but these articles 
must be the dominating feature of the 
display. 

The cash awards are as follows: $50 
will be given for the photograph of the 
best window or interior display of the 
year. $10 each will be awarded for photo- 
graphs of the next three best window or 
interior arrangements. $50 will be given 
the dealer for the best series of three or 
more window displays which he installs 
during 1929, showing a consistent display 
of clocks and watches. To the dealers sub- 
mitting the three next best photographs in 
this grouping, $10 will go to each. 

Certificates of Merit will be awarded to 
the prize winners and other entrants who 
in the opinion of the judges have prepared 
displays worthy of special mention. 

Photographs can be taken any time dur- 
ing 1929, but must reach the association 
offices, 644 Drexel Building, Philadelphia, 
by Jan. 15, 1930. Judges will consider 
originality, neatness, use of limited re- 
sources, etc. They will also give equal 
consideration to displays made by mer- 
chants who utilize members’ clocks or 
watches loaned to them for display pur- 
poses. 

Full details and complete instructions can 
be obtained from the association offices. 


All checks should | 
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Giant Disston Circular Saws Serve as Luncheon Tables 


Two giant circular saws, said to be the | 
largest in the world, served as tables for 
a buffet luncheon at the recent opening of 
the new Portland, Ore., branch office of 
Henry Disston & Sons, Inc., Philadelphia. 

Eighteen persons were seated comfort- 


ably around these saws, which Disston pro- 
duced for a lumber mill at Longview, 
Wash., where they will cut monster logs. 
Each saw has 180 inserted teeth, which can 
be replaced when worn. Each blade weighs 
795 lb. and is 108 in. in diameter. 





John B. Foley Will Attend 
September Brooklyn Meeting | 


John B. Foley, of Syracuse, N. Y., the | 
secretary of the New York State Retail 
Hardware Association, will participate in 
the Sept. 12 meeting oi the Brooklyn 





JOHN B. FOLEY 


Hardware Association. The meeting will 
be held at the Johnston Building, Brook- 
lyn, N. Y., at 8 p. m,, and all those inter- 
ested may attend. An invitation will be 
extended to all salesmen, jobbers and deal- 
ers and their clerks to be present. 

The September meeting will be devoted 
to a study (through informal discussion) 
of the first chapter of the recent Okla- 
homa City Congress theme story on “The 
Smith Family, Consumers.” Succeeding 
monthly meetings will be devoted to the 
succeeding chapters of this work. 

The Johnston Building is less than one 
block from the Nevins Street station of 
the I. R. T. subway. 





| Korecto Products Corp. Formed 


Plans Several New Products 
Corp. 


been formed in Cleveland, Ohio, to manu- 


Korecto Products has_ recently 
facture a line of products including a new 
type bath scale and a new bridge set. 
The company is headed by George H. 
Kleinsorge and has executive offices and 
one factory unit at 13000 Athens Avenue, 
Cleveland. Mr. Kleinsorge is well known 


to the trade as the inventor of the Rijid 


| ironing board and was head of the Rijid 


Ironing Board Co., which for some years 
manufactured his invention. 

It is understood that production on new 
products is being rushed to fill orders al- 
ready received. 

Joe E. Bass, Veteran Salesman 
for the F. E. Myers & Bro. Co. 
Joe FE. Bass 
started in business as a traveling salesman 
and today finds him still at it with an 


Forty-five years ago 


unusually fine record for the past 21 
years as a salesman for The F. E. Myers 
& Bro. Co., Ashland, Ohio, manufacturers 
of pumps, water systems, hay tools, door 


Almost 80 years old, Mr. 
Bass has the appearance of perhaps 65, 


hangers, etc. 


and at the recent sales convention of his 
company was a lively participant in all 
activities. 

Mr. Bass 
Uta N.Y. 
Vermont, New Hampshire, West Maine, 
and Northern New York. 


makes his headquarters at 


His sales territory includes 
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WASHINGTON NEWS LETTER 


Metal schedule represents lower rates than predicted—Changes in 
the distribution system of the United States taking place gradually— 


(Washington Bureau of HARDWARE AGE) 


The metal schedule of the tariff bill, 
as revised by the Senate Committee on 
Finance, on the whole, represents lower 
rates of duty than those provided in 
either the House bill or the present 
Fordney-McCumber law, so that it more 
nearly approaches the level of the 
Democratic Underwood -Simmons act 
than the House draft or the exising 
law. Those who had predicted kiting 
of metal schedule rates therefore proved 
to be poor prophets. Their belief seemed 
te be based partially on the fact that 
the subcommittee in charge of the 
metal schedule was headed by Senator 
David Reed of Pittsburgh. Not know- 
ing the views of the Senator, evidently 
because they never gave study to his 
position, they hastened to the conclu- 
sion that, being from the largest iron 
and steel producing state of the coun- 
try, he would urge an upward shift of 
rates. Actually, Senator Reed during 
hearings on the schedule indicated quite 
clearly that, provided rates on raw ma- 
terials were reduced, decreases in iron 
and steel rates might be expected. This 
course was followed, and consequently 
the schedule as proposed by the Finance 
Committee came as no surprise to those 
who have closely followed the tariff re- 
vision program. 

Senator Smoot, chairman of the Fi- 
nance Committee, estimated that the 
schedule as prepared by that commit- 
tee carries an average ad valorem rate 
of 34.76 per cent, and would raise $42,- 
848,180 in revenue, as against an aver- 
age ad valorem rate of 39.63 per cent, 
estimated to raise $51,535,850, in the 
House bill, and an average ad valorem 
rate of 35.07 per centin existing metal 
schedule of the Fordney-McCumber act, 
raising a revenue of $45,603,592. The 
Senate committee made a total of 51 
changes in the House metal schedule. 
There were, of course, some increases, 
but they were offset by the reductions. 

There were a number of changes 
made in rates on hardware items. Muz- 
zle loading shot guns were placed on 
the free list by the Senate committee, 
as against the House bill duty of 25 per 
cent. Shot guns, valued at over $17.50, 
and not over $25, were made dutiable 
at $8 each and 25 per cent, as against 
$6 each and 25 per cent, while shot guns 
valued at more than $50 each were 
made dutiable at 65 per cent, as com- 
pared with $10 each and 45 per cent. 
Parts of revolvers and pistols were given 
a duty of 50 per cent, while the House 
bill. proposes the same duties as the 





Dr. Surface to teach at Stanford 


By L. W. MOFFETT 


completed articles. The rates on bells, 
except church and carillon, were placed 
at 70 per cent, increased from 50 per 
cent, and drawing instruments were 
made dutiable at 60 per cent, as against 
40 per cent. Food choppers were made 
dutiable at 50 per cent as against 30 or 
40 per cent, depending on the value, 
provided in the House bill. The Senate 
committee gave the farmer another of 
many pats on the back by placing hoes, 
rakes and forks on the free list, while 
the unfeeling, or neglectful, House had 
proposed a duty of 30 per cent on these 
finished lines. But the situation was 
just reversed when the Senate com- 
mittee placed a duty of 40 per cent on 
creamery milk cans, while the thought- 
ful House had made these products 
duty free. The Senate committee in- 
creased to 60 per cent the duty on 
breast drills, gimlets, etc. The House 
bill proposes a duty of 50 per cent. The 
Senate committee reduced the basket 
clause rate to 45 per cent from the 
proposed rate of 50 per cent carried in 
the House bill. This catch-all covers a 
number of lines of hardware. On wire 
netting the Senate committee proposes 
a duty of 9/16c or 5/16c per sq. ft., as 
against 50 per cent proposed by the 
House. Butts and hinges were given a 
new paragraph by the Senate commit- 
tee, but the duty of 50 per cent con- 
tinued. There were a range of duties 
on pocket knives, but summed up, the 
Senate committee proposes to clamp 
down harder than the House on imports 
of cheap stuff. The Senate committee 
proposes a duty of 4c each and 50 per 
cent on pocket knives valued at not 
more than 40c per dozen, as against 2c 
and 50 per cent proposed by the House. 
On pocket knives valued at more than 
40c per dozen and not more than 50c, 
the Senate committee fixed a rate of 7c 
each and 50 per cent, as against the 
House rates of 5c each and 50 per cent. 
The Senate committee reduced to 30 
per cent the ad valorem rate on straight 
razors, the House bill proposing 45 per 
cent, but the specific rates provided in 
the House bill were left unchanged. 
Upholstery nails, thumb tacks and chair 
glides were made dutiable at 40 per 
cent, as against the House rate of 3c 
per pound. The dutiable value on cream 
separators was reduced from $50 to 
$40, the rate being left unchanged at 
25 per cent. 

The bill will be reported to the Sen- 
ate on Sept. 4. Delay until this date 
was necessary by reason of the fact 
that the Senate committee has not as 





yet completed work on the intricate 
and much-debated administration sec- 
tions. 





Fundamental changes in the distribu- 
tion system of the United States have 
been taking place gradually, states the 
Commerce Yearbook for 1929, just is- 
sued by the Department of Commerce. 
Manufacturers tend more -to sell di- 
rectly to large retail organizations, it 
was explained, such as chain stores, 
mail-order houses, and department 
stores, and even to sell to consumers. 
For this reason that is some downward 
tendency in the sales by wholesale mer- 
chants, contrasting with an increase in 
production of commodities and in retail 
trade. The value of sales reported by 
wholesale dealers in 1928 was about 
1 per cent less than the year before, 
despite some slight rise in price levels. 
This was the third successive year in 
which this index has declined. Sales of 
department stores, chain stores, and 
mail-order houses, it was pointed out, 
have increased every year since 1921, 
and in 1928 made record totals. Sales 
of several classes of chain stores showed 
for the most part increases ranging 
from 5 to 20 per cent. Sales of the 81 
chains in seven lines which report to 
the Federal Reserve Board amounted to 
$2,761,000,000 in 1928, an increase of 
14 per cent as compared with 1927. The 
number of stores at the end of 1928 
was 40,598, which was 5 per cent more 
than a year earlier. The rate of in- 
crease in total sales during each of the 
past two years has been larger than 
that in the number of stores operated, 
indicating a substantial increase in av- 
erage sales per store, according to the 
Yearbook. 


Dr. Frank M. Surface, Assistant Di- 
rector, in charge of Domestic Com- 
merce, Department of Commerce, will 
soon leave the Department temporarily 
to take up teaching of marketing at 
Stanford University, alma mater of 
President Hoover. Dr. Surface is one 
of the economists selected by Mr. 
Hoover in connection with the food ad- 
ministration during the war and has 
been associated with the Commerce De- 
partment since Mr. Hoover became its 
head. Dr. Surface has been especially 
active in studying the problem of dis- 
tribution, and it is understood that he 
will resume his work at the Department 
next spring. 
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Hardware Jobbers are Booking Fall 
Orders. Outlook is Good 


NEW YorK, Aug. 28.—That a healthy consumer demand may be 
expected in the hardware field this fall is indicated by reports from 
the important market centers. Jobbers are beginning to receive 
bookings for merchandise destined for use in the cooler months. | 
School reopening, as well as preserving season, contributes to the 
general increase. 

Crops have materialized in better shape than was anticipated 
earlier in the season and this together with the better prices 
expected will find the consumer in as good or better financial con- 
dition than last year. Industry is going along at a very satisfactory 
pace and employment is at a high level—all of which adds to the 


| and the balance in 





pleasing picture. 


In the majority of instances prices are notably steady at this time, 
and changes noted are mainly in the nature of adjustments. 





Col- 


lections on the average are from fair to good. 


Revenue Freight Loadings Drop 
13,577 Cars in Week 


Revenue freight loadings for the week 
ended on Aug. 10 totaled 1,090,616 cars, 
or a reduction of 13,577 cars under the 
preceding week, the car service division of 
the American Railway Association an- 
nounced. 

This was an increase of 46,348 cars above 
the corresponding week last year. 

Increases over the week before were re- 
ported in the loading of live stock, forest 
products and ore, but reductions were re- 
ported in the loading of grain and grain 
products, coal, coke, miscellaneous freight 
and merchandise less than carload lot 
freight. 

All districts except the Southern re- 
ported increases in the total loading of 
all commodities compared with the same 
week in 1928, while all except the Poca- 
hontas and Southern districts showed in- 
creases over the same week in 1927. 





Economic Conditions in U. S. 
Never Sounder, Says Report 


Economic and business conditions in the 
United States were never on a sounder 
basis than at the present time, Meyer 
Bloomfield, attorney of New York and 
Boston, informed President Hoover on 
Aug. 21. 

Mr. Bloomfield called at the White 
House to give to President Hoover a 
“picture” of the industrial and business 
situation in this country as gleaned by him 
from a recent survey he made of con- 
ditions. 











Week’s Price Average 97.3 Per 
Cent, Says Prof. Irving’ Fisher 


Prof. Irving Fisher of Yale University 
announced on Aug. 18 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 97.3 per | 
cent. The July average was 98.5 per cent. | 
The purchasing power of the dollar was 
102.8 cents on a 1926 basis of 100 cents. 
The July average was 101.4 cents. 

Crump’s index of English prices for the 
week on the revised 1926 level was 91.5. 
The July average was 91.4. | 

The Italian index on the revised 1926 | 
basis for week ended Aug. 10 was 72.7. | 


; 





Exports of Power Farming Equip- 
ment Have Increased 


Increases in exports of tractors and har- 
vesting machinery from the United States 
indicate that the movement toward power 
farming is progressing throughout the 
world, according to the Agricultural Im- 
plements Division of the Department of 
Commerce. 

During the six months ended June, 1929, 
shipments of power farming machinery 
have increased, while corresponding de- 
creases have taken place in threshers, grain 
harvesters and binders. The most note- 
worthy improvement was in shipments of 
wheel tractors, which showed a net gain in 
all types and sizes of $6,164,709. The 
most interesting feature of harvesting ma- 
chinery exports was the remarkable gain 
in combines, which increased more than 
2000 in number and more than $3,000,000 
in value. 











U. S. Trade Balance Tops Billion 
in Year 

Foreign trade of the United States for 

the fiscal year ended June 30 last increased 


| considerably over the previous year, gains 


being recorded in both exports and imports 
favor of the former 
was the largest since the fiscal year 1921- 
1922, according to an analysis of the year’s 
trade made public on Aug. 23 by the De- 
partment of Commerce. 

Exports for the last fiscal year totaled 
$5,374,000,000, a gain of 10 per cent over 
the preceding year, while imports amount- 
ed to $4,342,000,000, an increase of 5 per 
cent. The balance on the year’s trade in 
favor of the United States totaled $1,032,- 
000,000. Gold movements during the period 
resulted in an excess of imports of $155,- 
000,000, compared with an excess of ex- 
ports a year ago of $498,000,000. 

Finished manufacturers’ shipments dur- 
ing the fiscal year ended June 30 last ac- 
counted for the greater part of the gain 
in exports, totaling $2,509,000,000, while in 
imports semi-manufacturers showed the 
largest gain in individual classes. 

Canada, our leading foreign market, in- 
creased her purchases, totaling $938,000,000 
for the year, by 15 per cent, while exports 


| to Newfoundland and other parts of north- 


ern North America totaled $10,800,000, 


advancing 16 per cent. 


Wholesale Price Index Showed 
Increase Last Month 


The wholesale price index of the De- 
partment of Labor, placed at 98.0 for July, 
was an increase of 124 per cent over the 
index figure of June and also an increase 
of 2% per cent over the index of May, 
which at 95.8 was the lowest level reached 
during the present year, it was announced 
on Aug. 18. Compared with July, 1928, 
with an index number of 98.2, a decrease 
of one-third of 1 per cent is shown. Based 
on these figures, the purchasing power of 
the dollar in July, 1929, was 102.0, com- 
pared with 100.0 in the year 1926. 

Farm products showed the greatest price 
increases from June to July, with pro- 
nounced advances from all grains, especial- 
ly wheat, and for eggs and potatoes. Prices 
of calves, beef steers, hogs, lambs, and 
flaxseed were also upward, while only a 
few articles, including cows, hay and 
onions, showed a decrease. The net in- 
crease for the group as a whole was more 
than 4 per cent. 

Textile products and fuel and lighting 
materials recorded the greatest decreases 
among the groups as a whole. Minor 
changes took place in metals and metal 
products and building materials, with no 
change shown for the group of chemicals 
and drugs. 
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Pittsburgh Jobbers Report Business Fair 
—Few Price Changes 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Aug. 27.—Hardware business is commonly described as 
just fair by local jobbers. Many traveling salesmen have been on vaca- 
tions and are only just getting: back on their routes. It is expected that 
the next few weeks may not show much in the way of real activity, but 
with the return to the city of those now sojourning at vacation resorts, 
next month, business should show more life. Occasional orders for screen 
wire goods still: are coming along, but the season’s requirements have been 
largely supplied. Price changes are few. Next year’s prices for farming 
tools, scythes and snaths, ornamental fence and fertilizer will all be the 
same as those for the past season. Garden hose will be lower for next 
year, but the extent of the reduction has not yet become known. Collec- 
tions are not particularly brisk in this area, which is somewhat inexplic- 
able in view of the fact that the district is the center of the steel industry, 
which is enjoying unusual prosperity. 

While there has been a slipping off in the demand for a number of fin- 
ished steel products, notably for those finding their chief use in automobile 
construction, the decline in ingot production has been almost negligible, 
because the decline in new buying finds its explanation partly in the fact 
that consumers had a good deal of tonnage on mill books. These bookings 
are playing a dual role in that they are supplying many of the current 
requirements and at the same time affording schedules for steel works 
and rolling mills. Backlogs are declining, but it is commonly expected 
that there will be fresh demands before they are entirely wiped out. 











ARMS AND AMMUNITION.—There | JOBBERS: QUOTATIONS TO RE- 
has been a fair amount of advance; oe ig 8 ag 
business in guns and loaded shells, but | — Packages Packages 
A . . " No. - Serer, 2 
opening of the hunting season is still | No os sb eae aes > Cama ee 
several weeks off and real activity is | - 7 ee 2.06 1.92 
unlikely much in advance of that time. | No a RSE eS: pe 1 “+ 
Jobbers expected that it will be a nor- | me a4 seen eeeee - 42 39 
mally active season in these goods. | No: 766 2202021002.) 140 1'30 
| Se ee 1.40 1.3 
AUTOMOBILE TIRES AND TUBES. _ bs wee e eee eeeeeee << 1.92 
“es ° : i eee 1 1.79 
August business has dwindled very No. 6 dry cells, ignition type, unit 
materially from that of the month paces, Ry a_i - : 
. ashlights.—No. 935, 4c. each; 
before, and promises to be as poor as No. 950, 614c.; No. 790, 13c.; No. 705, 
July was good. The recession may 1914c.; No. 750, 13%4c.; No. 791, 1c. 
possibly be due to the fact that one of an ‘Shot.—No. 1461, $1.67; No. 1661, 
the catalogue houses has announced a 
cae s d L NU f — 
downward revision in prices. BOLTS, NUTS AND RIVETS. Both | 
demand and prices are very steady. 
JOBBERS’ QUOTATIONS TO RE- JOBBERS’ QUO 
TATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: TAILERS, F.0.B. PITTSBURGH: 
Mansfield tires, 4 ply yreg og type, Bolts.—All styles except stove and 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, tire bolts per 100 pieces, 60 per cent 
$8.25; tubes, $1.60; 39 x 4.75, $9.55; off list; stove bolts, 75 and 10 per 
tubes, $1.70; 29 x 5.00, $9.90; tubes, cent off list; tire bolts, 60 and 10 per 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; cent off list. 
31 x 5.00, $10. 65; tubes, $1.85: 32 x Nuts.—All styles, 50 per cent off 
5.00, $11.75; tubes, $1. 90; 28 x 5.25, list. 
$11.10; tubes, $1. 85; 30 x 5.25, $11.90; Rivets.—Larger, $3.50 base per 100 
tubes, $2.00; 31 x 5.25, $12.25; tubes, pieces; small wagon and tinners’ riv- 
$2.05; 29 x 5.50, $13.65; tubes, $2.25. ets, 60 per cent off list. 
Same, 6 ply, _31 x 5. 25, $14.70; tubes, Z . . 
$2.05; 60, 250, $16.05; aes, $2.35: BUILDERS’ HARDWARE. — Pitts- 
x tubes, x ; 
6.00, $16.65; tubes, $2.30: 39 x 6.00, burgh has fallen behind a number of 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; other cities this year in the matter of 
ubes, ; : 9 7 thi 
Tire ainy racke; $10.00 wach. new building construction, and while 
Prices in all instances are each. builders’ hardware is finding a steady 


sale there are few orders of any great 


BATTERIES.—Quite a fair demand | 
Prices are holding very 


exists for flash light batteries, particu- | consequence. 


larly from retailers serving campers | Well. 


and tourists, and sales also get some ~~ ar. ae ae al 
acceleration from the fact that the days Butts.—Ball tip, plated, dull brass 
are shortening. There is a steady mod- and antique copper, less than case 

lots in 3 x 3 in., $18.50 per 100 pairs; 


erate demand for radio batteries. | 8% x 3% in., $19; 4x 4 in. $30. 





Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.— Hinges without screws, 
single dozen lots, 3 in., 65c, per doz.; 


4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 414 im, $1.24; 6 in., 
$1.60. 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


COAL CHUTES.—As usual at this 
time of the year, there is a good deal 
of activity in coal for winter household 
use, and this occasions a good demand 
for coal chutes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

J rs $6 each; 10 ft., $7.20 each; 
12 » $8.40 each. 


ELECTRIC CLOCKS. — Jobbers here 
are making good displays of electric 
clocks manufactured by the Hammond 
Clock Co. and the New Haven Clock 
Co., and report a widening demand for 
them. Shelf and desk clocks list at 
from $9.75 each for a bakelite cabinet 
to as much at $32 for wood cabinets. 
Wall clocks are priced at from $20.50 
to $30, these prices being subject to a 
dealers’ discount of 33% per cent. 


FARM TOOLS.—The major demands 
for this season have been pretty well 
satisfied. Prices for next season of 
farming tools, as well as_ scythes, 
snaths will be the same as they have 
been this past season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 
41, $15.24; spading_ forks, No. 84, 
$10. 80 per doz.; No. 72, $14.28; garden 
rakes, No. 014, $5.64 per doz.; No. 512, 
$8.64; No. 514, $9; lawn rakes, No. 
124R, $5.50 per doz.; field hoes, $6 per 
doz. 

Hay Carriers.—Nos. 5 and 20, $7 
each. 

Hay Pulleys. —No. 111, $5.20 per 
doz.; No. 112, $5.20 per doz.; No. 
114, "$5.2 20 per doz.; No. 118, $5.50 per 
doz.; No. 115, $4. 60 per doz.: No. 116, 
$6 per doz.; No. 212, $4.80 per doz. 

Scythe Snaths.—No. 50, $13.50 per 
doz.; No. 105, $15 per, doz.: No. R-4, 
$12 per doz.; No. S-3, Sle per doz. 

Scythes. —Briar Edge, $12 per doz.; 
Golden Clipper, $16 per doz.; Lindsay 
Special Clipper, $18 per doz.; Lindsay 
Special Dutchman, $18 per doz.; 


Waldron, 25 per doz.; Beetle No 
74738, $16 per doz.; Swan No. 46, $20 
per doz.; German No. 64738. $14 per 


doz.; Grain, $20 per doz.; Weed, $15 
per doz.; Bush, $13.50 per doz. 


Corn Knives.—No. 3 Atkins, $3.50 
per doz.; No. 1 Atkins, $3 per doz.; 
No. 3 Clipper, $6 per doz.; No. 1 Clip- 


per, $2 per doz. as 
Kraut Cutters.—No. 672, $1.15 each; 


No. 673, $1. 35 each; No. 645, $2.75 
each. 
GARAGE HEATERS.— Demand for 
this line is steadily expanding with the 
approach of fall. 
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JOBBERS’ QUOTATIONS TO RE- (white and dark greens, 15c. per gal. $3.75; No. 1137, $3.45; No. 1145, $4.40: 
TAILERS, F.O.B. PITTSBURGH: higher); white lead, 13%c. per lb. in No. 1437, $5.00, and No. 1445, $5.60 

Superior, 27.50 each; Cozy, $23 100-lb. lots; 10 per cent less in lots per doz. NET. 
each; Junior, $15 each; Wizard, $5 of 500 lb. or more, and extra 4 per Ww ‘urldsbest Ventilators, No. 2, 
each. cent less on lots of a ton or — $1.75; No. mM. $2.00; No. 4, $2.50; No. 
ms F ° ‘ turpentine, 63c. per gal., in barre 5A, $3.00; Yo. _ $4. 00; No. 6B, $4. 50; 
GARDEN HOSE.—Prices of this line lots; raw linseed oil, 14c. per Ib., in and 6C, $5.0 These are LIST 


for next year will be lower than in 
the past season, but the extent of the 
reduction has not yet become known. 


LANTERNS.—It is a little early for 
a brisk demand, but a little later, as 
the daws grow shorter, larger sales are 
likely. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Gasoline Lanterns.—No. 220, $5.95 
each; No. 228, $6.30 each; No. 327, 
$4.70 each. 
Kerosene 
Clear, $8 per 


Lanterns.—Monarch 

doz.; Monarch Ruby, 
$10 per doz.; Junior Tin, $8.50 per 
doz.; Junior Brass, $15.75 per doz.; 
Little Wizard, $8.50 per doz.; D-Lite, 
$13 per doz.; Junior Wagon, $17.25 
per doz. 


MISCELLANEOUS TOOLS. — Saws, 
drills, files and kindred tools are find- 
ing a well sustained demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 and 
325, 5 ft., $5.40; 51 ft., $6; 6 ft, $7. 








Electric Drills. , $24 each; 
No. 142, $32; No. 122, No. 562, 
$35.20; No. “382, $41.60. 
Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per “grad off list. Simonds, 


50 per cent off lis 
Garage Vises. bes 43, $2 each; No. 
431%, $3; No. 44, $5. 

PAINTING SUPPLIES. — Turpentine 
has dropped 1c. a gallon since last re- 
ports, but there has been no change 
in any of the other items under this 
heading. Business is making a favor- 
able showing compared with other 
years at this particular season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 





barrel lots. 


ROPE.—Gradual expansion in sales i 
noted by local jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Plymouth manila rope, 24c. per lb., 
base for % in. and larger; New Zea- 
land manila rope, 18c. per lb., base 
for % in. and larger; Sisal manila 
rope, 15c. per lb., base, for % in. and 
larger. These prices are subject to 
the usual advance on smaller sizes. 


SASH WEIGHTS.—Demand is slow 
and the price is unchanged at $42 per 
net ton, f.o.b. Pittsburgh. 


STOVE PIPE.—A really good move- 
ment is noted in stove pipe and elbows 
from jobbers’ stocks in preparation for 
the usual fall demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Lustro stove pipe, 3-in., $6.7 75 per 
doz.; 4-in., $7.50 per doz.; 5-in., $9.00 
per ‘doz.; 6-in., $10.50 per doz. 

Lustro stove pipe elbows, 3-in., 
$4.50 per doz.; 4-in., $5.25 per doz.; 


; $6.50 per doz.; 6-in., $7.75 per 
OZ. 
VENTILATORS. — There is always 





some demand for ventilators, and the 
variation is in volume rather than the 
interest in this line. Sales do not bulk 
as large now as they probably will 
with the approach of winter, when ven- 
tilators are very useful in maintaining 
homes at a mean temperature. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Continental line: De-Flekt-Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No 


117, $3.75 per doz. net. Continental 
wood frame cloth ventilators, No. 
V-836, $2.00; No. V-923, $2.00; No. 
V-937, $2.20; No. V-949, $3.75; No. 
V-959, $4.40; No. V-1537, $3.45; No. 


per doz. NET. Conti- 
frame cloth ventilators, 
$2.80; No. 845, 


V-1549, $5.00 
nental metal 
No. 833, $2.50; No. 837, 





EACH prices aioe subject to a deal- 

ers’ discount of 3314 per cent. 
WIRE PRODUCTS.—This is usually a 
quiet period in this line, and this is no 
exception to the rule. Mill prices on 
nails are rather soft and this tendency 
is reflected to some extent in retail 
prices, but in this district there is a 
little more stability in both primary 
and secondary markets than is noted 
in some other distributing centers. 


JOBBERS’ QUOTATIONS TO RE- 
- La ta F.0.B. PITTSBURGH: 
ence Wire 


per 100 Ib. Galvanized 


Annealed 
$2 





No. 6 to 9 gage......$2. 90 $3.35 
IN Eo iba eee deka ateeare 2.95 3.40 
PG EE eee nddee ease 3.00 3.45 
SS Venn R ene: «| 55 
1G EES Cea a ee eae 3.15 3.79 
(Saag 1 ie 3.25 3.90 
INOS BR ive cc scwsk cence ae 4.20 
IN RG nn oye, asic ware eae 3.65 4.40 
Barbed wire (per 80-rod spool): 
SONNE CHELIG «...o:6.60.00 neces noo 5e ee 
ZWONINE SO eaigiekeeacidase we ¥ eae ce 3.09 
MA TICININN, UNO ica soe rota als wleceoene.ciar. 3.34 
DOU (CHUUIO 6 oka ices otennn ds 3.09 
2-point cattle (special).......... 2.20 
Field Woven Wire Fence (per 100 
rods): 
POSES BEe isis weed caraske memeanes $39.80 
WORD oe ica cimnaeooaenar eater 55.80 
726-11 : 
726- 9 
939-11 
939- 9 
Poultry and rabbit (No. 14% gage): 
ee ERR re 36.50 
PUGS MER I dacverdicheshelQarmieiaate Rane ere 44.00 
Ge a oe ai oakc oak esleneieceloc 49.50 
Smaller mesh: 
i a: er ce $37.00 
Des BRM a in fac fic, BA rata daa eal oe 44.50 
| err errr 
TR aes ae, chs sie racissieats eee pes 60.00 
Steel Fence Posts: 
Painted 
Galvanized Angle 
; Tubular Steel 
2 ) Se eee ere ee SOG. GACH  o..ic0+ cee 
61% ft..............55¢. each 38c. each 
| ek. ee 65¢ cach 40c. each 
5 | ee ere re 45c. each 
Bright nails, base, per keg, $2.90 





Atlanta Jobbers Booking Fall Orders— 
Outlook Indicated as Favorable 


ATLANTA, GA., Aug. 27.—Business continues to be very good 
with Atlanta hardware jobbers, and with a very promising outlook 


tor the oncoming crop all appear 


forward to a good fall and winter business. 
business are already evidenced by the orders that are being placed 


by the trade for fall delivery. 


No important price changes have been reported this week and 


collections remain fair. 


ALUMINUM WARE.—Orders are very | 
good on aluminum ware and the de- 
mand is being met with well balanced 
stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 





Qt. Per Doz 
§—Tea kettles ..............00. $12.00 
6144—Tea kettles ............... 16.00 
4—Convex kettles .............. 8.00 
6—Convex kettles .............. 8.50 
S=—ACOnNVeR, MOttles «2 oo. .y cccsss 12.00 
2—Percolatars opi t tect ene 8.00 
ee se 2 a i ro 9.60 


(Atlanta office of HARDWARE AGE) 


very optimistic and are looking 
Indications of good 


Qt. Per Doz. 
8—W: ater See reer 
| | are ee 9.00 
I< THT oo acne is Sin bec jeelosere 3.00 
SIE TA oon cece eseweces 3.50 
ey SUN “56 oe aan eaaews 4.85 
Dee oo cass eecwisssae’ 6.00 
eee © ao6:530 6.605 scusevrnns 8.00 
TOE, PTS oo sc esiccccecnss 9.00 
14—-EIGN PONS 2 c.scwce cece ctw 12.50 
peer rey pore 16.50 





AUTOMOBILE ACCESSORIES. 
—There is a steady demand for auto | 
accessories. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Auto Chains.—Weed and _ Rid-O- 
Skid chains, list, less 30 per cent; 12 
to 49 pairs, 35 per cent off; 50 pairs 
or more, 40 per cent off. 
Champion X spark plugs, 
Champion blue box, 53c. 
No. 1 Springfield pumps, $1.75 each. 
Mansfield tires, 4 ply balloon type, 
30 x 4.50, 


45c. each. 








29 x 4.40, $7.40, tubes, $1.50; 

$8.25, tubes, $1.60; 29 x 4.75, $9.55, 

tubes, $1.70; 29 x 5.00, $9.90, tubes 

$1.75; 30 x 5.00, $10.20, tubes, $1.80; 31 

x 5.00, $10.65, ‘tubes, $1.85; 32 x 5.00, 

$11.75, tubes, $1.90; 30 x 5.25, $11.90; 

tubes, $2.00; 31 x 5.25, $12.25, tubes, 

$2.05: 29 x 5.50, $12.65, tubes, $2 

Mansfield 6 ply tires, 31 x 

$14.70, tubes, $2.05; 30 x 6.00, $16.15, 

tubes, $2.25: 31 x 6.00, $16.65, tubes, 

$2.30; 32 x 6.00, $16.95, tubes, $2.40. 
ALARM CLOCKS AND WATCHES.— 
Sales are very satisfactory on these 
items. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.0.B. ATLANTA, GA.: 


Eac h 

America, plain, in colors and 
Nit ROI 6c ccs ctawceswsws $1,05 
America, luminous dial......... 1.58 
Big and Baby Ben, plain....... 1.29 
Big and Baby Ben, luminous... 3.16 
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Big and Baby Ben De Luxe, Simonds files, list, less 50 per cent; 
plain, in colors and nickel | | | Black enaraamneng rig — +4 per pont 
DE cc etechb news cee nces haa 2.62 Great Western, list, less per cent; 
nis — bg 4 Ben, ae. 3.50 Royal, list, less 70 per cent. 
sen ur uminous, in colors - - ° 
and nickel finish ............. 2.46 | GALVANIZED WARE. — Galvanized 
Ben Hur, plain, in colors and | _. | ware is selling in good volume. Stocks 
CL TAMIR ccsaccsvcvceccverss oe | S 4 
Sleep Meter, plain.............. 1.40 | ample with prices steady. 
Sleep Meter, luminous veces tees en JOBBERS’ QUOTATIONS TO RE- 
Tiny Tim in assorted colors... 1.50 TAILERS, F.0.B. ATLANTA, GA.: 
Pocket Ben watches............ 1.05 . N 0, 
Glo Ben watches, luminous.... 1.58 po reg — eg Ra? 
y . e . v.< e > = ra 
AXES.—Axes are moving in nice vol- | No. 3, $8.40 per doz. 

7] . = j | 8 quart galvanized pails, $1.98 per 
ume and with orders also being booked aa aon Bh oe ae. Ss 
for future delivery. quart, $2.46 per doz.; 14 quart, $2.76 

per doz.; 16 quart, $3.34 per doz. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Single bit, base wright, unhandled, 
$14.65 to $16.00 per dozen. Double bit 
$19.65 to $20.50 per dozen. Single bit 
with No. 1 handles, $18.90 per dozen. 
Double bit with No. 1 handles, $23.90 


per dozen. 
BOLTS AND NUTS.—Orders show 


only a fair demand at this time. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 


cent off: hot and cold pressed nuts, 
50-10 per cent off; stove bolts, 75 per 
cent off. 





BUTTS AND HINGES. 
are very staple and there is a steady 
demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Dull brass plated butts, 3% x 3%, 
18c. per pr.; 4 x 4, 23c. per 


pr. 
Loose pin butts, 21%4 x 2%, $1.00 per 
doz. prs.; 


3 x 3, $1.10 per doz. prs.; 
3% x 314, $1.35 per doz. prs.; 4 x 4, 
$1. “90 per doz. prs. 

Heavy strap hinges: 4 inch, 90c. 
per doz.: 5 inch, $1.30 per doz.: 6 
inch, $1.50 per doz.; 8 inch, $2.50 per 
doz.: 10 inch, $4.10 per doz.; 12 inch, 

$7.30 per doz. 

BALE TIES.—Large stocks are now 
available with demand increasing. 
JOBBERS’ rt ty oe TO RE- 

TAILERS, F.O TLANTA, GA.: 

9 x 16%, 93c. eed Scaaioe: 9% x 16, 

$1.05 per bundle: 91%4 x 1514, $1.20 per 

bundle; 914 x 14%, $1.45 per bundle. 


CLIPPERS.—Orders are fair on clip- | 


pers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Brown & Sharpe—Bressant or nar- 
row plate—$4.50, less 25-10 per cent. 
American Gentleman, $3.00, less 33% 
per cent. 

COTTON MOPS.—Sales are good on 
this item and prices remain the same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. ATLANTA, GA.: 
14 oz., $5.90 per doz.; 18 oz., $6.40 

per doz. 


FILES.—Orders show a very good de- 
mand with prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


These items 








10 quart galvanized fire pails round 


bottom, stenciled, $4.50; 12 quart, 
$4.7 75 per doz. 
gal. garbage cans, $6.35; 7 gal., 





$8,255 10 gal., $9.25 per doz. 
GAME TRAPS.—Salesmen report good 
sales on game traps. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Victor No. 0, $1.10 per doz.; Victor 
No. 1, $1.40 per doz.; Victor No. 1% 
$2.20 per doz.; Victor No. , $3.36 per 


doz.; Victor No. 3, $5.48 per doz. 
HAMES.—Orders indicate a fair de- 
| mand for this item. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz. 
RE Ue ee eer $12.5 
No. 61 Hook and Ring ....... 12.50 
Bio. 261 TMS BABE osc occ s20sae 10.00 
Mo, Si Lame BAP .cccccccssve 18.75 
No. 75 Lone Star Steel....... 16.25 


POST HOLE DIGGERS.—Sales on post 
hole diggers are reported fair. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
$14.00 and up. 
ROOFING.—Sales are good on roofing. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
1 ply smooth surface, $1.00 per roll; 
2 ply smooth surface,. $1.20 per roll; 
3 ply smooth surface, $1.40 per roll; 
green or red slate surface, $1.95 per 
roll. 
SAWS (CROSS CUT).— Demand is 
very’ good and prices remain un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Simonds Crescent ground cross cut 


| for fall business and orders are only 
| fair at this time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILER F.0.B. ATLANTA, GA.: 
No. 5 Union roller skates, $1.75; 
No. 6, $1.75; No. 4, $1.65; No. 130, 
$2.00; No. 130L, $2.15. 
Skate keys, 30c. per doz.; extra 
| wheels, 10c. extra. 
| SOLDER.—Demand is very good on 
| this item. 


ti ogee tite TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Half and halt solder, 36c. per Ib. 
Acid core solder (in 1 Ib. spools), 66c. 
per lb. Acid core solder (in Ib. 
spools), 6lc. per lb. No. 4 babbitt, 
10c. per Ib. Anti-Friction babbitt 
metal, 18c. per Ib. 


| STEP LADDERS (PINE).—Good busi- 
ness is reported on step ladders. 
JOBBERS’ QUOTATIONS TO RE- 





TAILERS, F.O.B. ATLANTA, GA.: 
| 4 ft., $1.20 ek: 5 ft., $1.50 each; 
| 6 tt, $1.80 each; 8 ft., $2.40 each; 10 


t., $3.50 each. 
| STOVE PIPE AND ELBOWS.—Orders 
| are good for prompt shipment and are 
being booked for fall delivery. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Per oy jts. 

29 gage 5 inch pipe............ 2.00 
29 gage 6 inch pipe............ 13.78 
29 gage 7 inch pipe............ 15.00 
29 gage 7 x 6 inch pipe........ 16.00 
1 piece corrugated elbows, 30 

OR i Ore cee ee 1.25 
1 piece corrugated elbows, 30 

gage MEG a6 54455 baa saa 1.35 
1 piece corrugated elbows, 30 

RIO FRG ic och esas cecass 1.95 


WIRE PRODUCTS.—The demand is 
fair and is being met with well filled 
stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Plain Smooth Wire Black Galvanized 
Per 100 1b. Per 100 Ib. 
$3.50 $4.00 





5 
5 ane W ses we Re 3.55 4.05 
Ee ee 3.60 4.10 
Poe ee eRe oe 3.65 4.15 
caveewsewaireeee ens 3.90 4.45 
wieronseress 20 4.85 


1 4. 

Barbed Wire.—Per 80- rod spool, 2- 
point light cattle, $2.75; 2-point light 
hog, $3; 4-point heavy cattle, $3.75; 
4-point heavy hog, $3.95. 

Woven Wire Meo — Per 20-rod 
| a! 726-14, $5.2 832-12, $6; 939-11, 
| $7.85; 1446-124, $i. 











A 


CORDING to a story we read the other day, 
customer paused before a counter laden with vari- 


saws. Nos. 13, 22, 113, 133, 324, 325: Poultry and Rabbit.—14 gage fence 
B Tb nce wvcsnscceresccccccrsecces $5.40 per 10-rod roll, 1635-14, $4; 1918-13, 
oe: Se See are ery piers 6.00 re 85: $5. 50. 
SL i Peneuc hee seo bua eee es RRS 7.00 Steel Fence Posts.—T”’ galvanized 
Atkins cross cut saws. Nos. 4, 5 5 ft., 55¢c. each: formed painted, 35c. 
8, 12 ? each; “T’’ galvanized, 6%4-ft., 65c. 
5 ee ee eee $5.40 each; formed painted, 45c. each; ‘‘T’’ 
54 AR eee eran era 6.00 | galvanized, 714-ft., 70c. each; formed 
Ee eka se teense cesuauwa eves bes 7.00 painted, 50c. each; “‘T’’ galvanized, 
Cross cut saw handles Per pr. 8-ft., 75c. each; formed painted, 55c. 
NO. 7 2... es escsccesccecccssnes 30c. Screen Wire.—12-mesh, black, $1.85 
NO. 10 ........ 0s eeeeeereceerees 45¢c per 100 sq. ft.: 14-mesh galvanized, 
MD SagScw Keak anda Sea aaa eeu 32c $2.60 per 100 sq. ft.: 16-mesh, gal- 
| . . vanized, $2.90 per 100 sq. ft.: 16- 
| SKATES.—Stocks are being refilled | mesh, bronze, $8.00 per 100 sq. ft. 
“Are they what—?” she inquired. 
He repeated the question—with explanations. 
The girl on the other “T don’t know. They must be all right. We sell 


ous kinds of electrical devices. 


side of the counter didn’t act exactly like a member of 
a reception committee, but she did have her thin cheeks 


daubed generously with rouge. 


“T want to get a pull-chain socket,” 
“T see there are two kinds here—one for twenty-five 
cents and another for thirty-five. What’s the difference?” 

“T don’t know, I guess the thirty-five cent one’s the 
answered the girl, repressing a yawn. 


best,” 


“Are they approved by the Underwriters Labora- 
tories ?” 


said the customer. 


lots of ’em,” 


up. 


change. 
marked : 


she replied. 

He selected one and handed it to her to be wrapped 
She dropped it on the floor, but finally got it en- 
closed in a sack, and returned it to him—with the wrong 
While she was correcting the mistake he re- 


“T should think your job would be very tiresome— 
standing up so much and waiting on so many people.” 
“Yeah. But I get a lotta kick outa watchin’ the dumb- 


bells that come in here to buy.”—The caravan. 
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Chicago Demand Continues Good—Prices 
Are Fairly Steady 


(Chicago office of HARDWARE AGE) 


CHICAGO, Aug. 27.—Trade with local hardware wholesalers continues in 


a healthy vein, with sales holding practically an even keel. 


A slight easing 


off in the demand for some lines is apparent, although the recession is less 


severe than is usual for the midsummer season. 


Staple and seasonable 


merchandise is moving in better than normal volume and business being 
booked for future delivery is considered highly satisfactory. 
Cool and generally favorable weather has been a recent asset to the 


retail hardware business in this trade territory. 


With the key industries 


in very prosperous condition and a noticeable improvement in the agri- 
cultural situation, prospects for the future seem to hold much of promise. 

Current orders show that dealers are preparing for the opening of the 
fall school term and sales in alarm clocks, watches, bicycles, thermos bot- 
tles, lunch kits and other school needs have been stimulated as a conse- 


quence. 


Other lines unusually active at present are: bottling supplies, 


coal hods, carpet sweepers, coil chain, electrical appliances, radio batteries, 
fishing tackle, fruit presses, grain scoops, golf goods, prepared roofing, 
sash weights, screws and steel sheets. 

Prices are fairly steady and no revisions of consequence were made 
this week affecting the merchandise quoted herewith. Manufacturers of 


electrical wiring materials are said to be talking of higher prices. 


The 


reputed scarcity of sisal fiber is declared to make advances on sisal rope 


likely in the near future. 


Quotations on linseed oil appear to have reached 


their peak points, following two sharp advances within a fortnight, prices 


this week remain unchanged. 


Production in the Chicago district of the iron and steel industry has an 


unchanged status. 
peak capacities. 


Mills continue to maintain production at practically 
Steel prices are generally steady, although some price 


eutting is reported in large mill shipments of nails, wire and galvanized 


steel sheets. 


The collection average is from fair to good and the credit situation, as 


a whole, is showing improvement. 


ALARM CLOCKS AND WATCHES.— 
The approach of the school term has 
Demand is large for 
colored clocks and new model watches. 


stimulated sales. 


Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Big Ben, plain ‘dial, $27.48 per doz.; 
Big Ben, luminous dial, $37.92 per 
doz.; Big Ben, De Luxe Nickel, 
$31.68 per doz.; Big Ben, De Luxe 
— luminous dial, $42. 24 per doz.; 

g Ben De Luxe colored, plain dial, 
$31. 68 per doz.; Big Ben ‘colored, lu- 
minous dial, $42.24 per doz.; Baby 
Ben plain dial, $27.48 per doz.; Baby 
Ben, luminous dial, $37.92 per doz.; 
Baby Ben De Luxe Nickel plain dial, 
$31.68 per doz.; Baby Ben De Luxe 
Nickel luminous dial, $42.24 per doz.; 

Baby Ben De Luxe colored plain dial, 
$31.68 per doz.; Baby Ben De Luxe 
colored luminous dial, $42.24 per doz.; 
America Plain dial, "$12. 60 per doz.; 
America luminous dial, $18.96 per 
doz.; America Colored Clocks, $12.60 
per doz.; Sleepmeter Plain dial, $16.80 
per doz.; Sleepmeter luminous dial, 
$25.20 per doz.; Ben Hur Plain dial, 
$21.12 per doz.; Ben Hur luminous 





| 
| 


dial, Nickel, $29.52 per doz.; Ben Hur 
Plain dial, colored, $21.12 per doz.; 
Ben Hur luminous dial _ colored, 


$29.52 per doz.; Tiny Tim Nickel or 
colored finish, $18.00 per doz. New 
Model Pocket Ben Watches, $12.60 
per doz.; New Model Pocket Ben 
Watches luminous dial, $18.96 per 
doz.; Lots of 2 dozen or more, all 
one kind or assorted, are subject to 
an extra discount of 2% per cent. 
In lots of 6 dozen or more, all one 
kind or assorted, are subject to an 
extra discount of 5 per cent. West- 
clox and Watches, plain and lumi- 
nous dials, may be assorted to obtain 
quantity discounts. 


| AUTOMOBILE ACCESSORIES.—Fu- 
|ture orders for anti-freeze solution 


| 
| 
| 


aggregate a fair volume. 
main unchanged. 


Prices re- 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.— Splitdorf for Fords, 
50c. each; regular 58c. each; Cham- 
pion X 45c. each; Champion Blue 
Box line, 53c. each; ., 58c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each 


1 





| 
| 


Spot Lights.—Appleton, No. 3280, 
$6.50 each 
Chains.—Non-skid dozen pair lots, 


35 per cent discount. 

Jacks.—National Standard No. 21, 
$1.30 each. 

Pumps—Rose, 1% in. 
each. 

Tires and Tubes.—Mansfield tires 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize. $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield ‘heavy 
duty, 32 x 4, $11.50; gery double 
service, 29 x 4.50, $13.2 32 x 6.50, 
$27.60. Tubes, 30 x 314. Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.56, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

E Anti-Freeze Solutions. — Prestone, 
$3.80 per gal. in less than full case 
lots; in full case lots, $3.60 per gal. 


BICYCLES.—Demand is fair. 
are firm at low levels. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


_ Double Bar Motor - Bike 
$26.26; ladies’ model, $25.90, 
and boys’ juvenile model, $23. 


cylinder, $1.8 


Prices 


Model, 
girls’ 
60. 


| BOLTS AND NUTS.—Demand con- 


tinues good. Discounts are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 
All discounts are quoted from “full 
case” lists. 


BOTTLING SUPPLIES. — Active de- 
mand at firm prices. 


JOBBERS’ oh cone TO RE. 
TAILERS, F.O.B. CHICA 

Single bottle washer, rx 75 each; 
double bottle washer, $7.25 each: 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; crown 
caps, double lacquered in 50 gross 
lots, 154%4c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles 
$5.00 gross. 


| BUILDERS’ HARDWARE.—Sales are 


| running ahead of last year and prices. 





| 


| are steady. 


JOBBERS’ pote nt TO RE- 
TAILERS, F.O.B. CHICA 

3% x 3% steel butts, old _ or 
dull brass finish, $2. 16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair. 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
be vel, inside sets. $6.00 per doz. sets 
in case lots. Steel bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets 
$6.00 per set. 


COAL HODS.—Early activity in this 


| line is off to a fair start. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 
Galvanized, 16 in., open, $4.00 doz., 
17 in. $4.30 doz., 18 in., $4.70 doz. 
Japanned, open, 16 in., $2.95 doz., 
17 in., $3.25 doz.; 18 in., $3.65 dox. 
Se eee funnel, 17 in., $5.35 doz.; 
8 in., $5.80 doz, Japanned, funnel, 
17 in., $4.10 doz. 


| CARPET SWEEPERS. — Standard, 
Grand Rapids, Japanned and American 
Queen are the popular sellers at pres- 
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ent, although the entire sweeper line | 
is active at unchanged prices. 

JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.0.B. CHICAGO: 


Bissel’s Standard, $36.00 doz.; Uni- 


versal Japanned, $42.00 doz.; Univer- 
sal Nickeled, $46.00 doz.; Grand 
Rapids Japanned and colors, $44.00 
doz.; Grand Rapids Nickeled, $48.00 
doz.: American Queen, $54.00; Parlor 
Queen, $56.00. 
CHAIN.—Demand is active at firm 
prices. 
JOBBERS’ 


QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO 

%-in. Proof coil chain, $11. 00 cwt., 
base; trade mark coil chains, 40-10 
per cent list. ; 


COPPER RIVETS AND BURRS.— 
Sales are better than normally. Prices 
are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Copper rivets and burrs, 30-10 per 
cent discount. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT.—Demand is _ excellent. 
Prices on wiring materials are very 
firm, with manufacturers talking about 
the possibility of early advances. Dry 
cells in less than case lots are a cent 
higher at 36c. 


JOBBERS’ 1p itd yy sa TO RE- 
TAILERS, F.O.B. CHICAG 

Electrical Merchandise. ae 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in., brush 
brass key socket, 13c. each; lots of 25 
12%c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each; two 
piece attachment plugs, 5c. each; dry 
cells, boxes of 55, 32%4c. each; less 
than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, : 
Sunbeam, $5. in lots of six, 
Percolator, Universal, 9169, $16.65. 

Electric’ Fans.—6 in. Polar Cub, 
$2.75 each, lots of 12, $2.65; 8 in., 
Polar Cub, $3.20 each, lots of 12, 
$3.05; 10 in. Oscillating Cub, $7. 00 
each, lots of 12, $6.65; 8-in. North- 
wind, $4.55 each, lots of 10, $4.39; 
10.in. Oscillating Northwind, $10. 50 
each, lots of 10, $10.13. 

Radio Supplies. —Radio B batteries, 
D 779 E, $1.40 each; case lots of 5, 
i? 30; No. 770, $3 each; packages of 

$2. '80; No. 771, $2.06 each; packages 
be 5, $1. 92; No. 486, $3.20 each; pack- 
ages of 5, 97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2. 06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20, UX-227, $1.50; UX- 171A, 
$1. 35; Ux- 250, $6. 60 each; UX-245, 
$2.10 each; UXx- 224, $2.40 each, 


FLINT PAPER.—Demand is normal. 
Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO 

9 x 11 sheets, in beniilen, No. 0, 
$4.05 per ream; same No. 1, $4.85 per 
ream; 8% x 10% sheets, in bundles, 
No. 0, $3.65 per ream; same, No. 1, 
$4.40 per ream; 9 x 11 sheets, in 
boxes, No. 0, 100 sheets per box, 84c.; 
9 x 11 sheets in boxes, No. 1, 75 
sheets per box, 76c.; 83%,x 10% sheets, 
No. 0, 100 sheets per box, 76c.; 834 
x 10% sheets, No. 1, 75 sheets per 
box, 67c. 


FISHING TACKLE.—Demand for this 
line is being well sustained at high 
sales levels. No price recessions have 
been made all season. 


JOBBERS’ gp bby TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Bronson Level Winding Reels, $1.50 
each; Meisselbach Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each; 
Heddon Golden Rod, $13.25 each; 





South Bend Plunk-Oreno, $8.00 doz.; 


South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno, Dis- 
play on cards, $2.00 card; Creek 
Chub Pike Minnow Assortment, $1.00 


asst.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
Injured Minnow Assortment, $2.00 
asst. 


FRUIT PRESSES. — Ripening fruits 
have stimulated the demand. Steady 
and unchanged prices prevail. 


JOBBERS’ QUOTATIONS TO RE.- 
GO: 


TAILERS, F.O.B. CHICA 
4 qt. tinned cylinder, $3.25 each; 6 
qt., $4.00 each; 12 qt., $6.00 each; 


fruit more wood tubs, No. 0, $3.90; 
No. 1, > No. 2, $9.75; No. 3, 
$15.00; No. @ 4 $24.50. 


GLASS AND PUTTY.—The mid-sum- 
mer season finds this line quiet at 
steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount, single strength Bb, 
all brackets, 87 per cent discount: 
double strength A, all brackets, 85 
per cent discount, double strength B, 
all brackets, 87 per cent discount; 


putty, pure grade, $3.90 per 100 Ib.; 
commercial, $3.15 per 100 Ib. 
GRAIN SCOOPS.—Early demand is 


good and improvement is momentarily 
expected. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

No. 8, $14 per doz.; No. 10, $15 
per doz.; No. 12, $16 per doz.; No. 
14, $17 per doz. 

GOLF GOODS.—Demand is well main- 
tained. High grade clubs are especially 


active. Prices are without recent 
change. 
JOBBERS’ 


QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore_ Irons, 
hickory shafts, $2.35 each; Compe- 
tition Clubs, nickel plated heads, 
aluminum cap grip, $1.35 each; Com- 
munity Clubs, Woods and Irons, 80c. 
each; Crawford-McGregor Uni-Sets, 
$22.50 to $28.50 set; Crawford-Mc- 
Gregor Duralite Matched Irons (6 in 


set), $36.00 set; Silver King Golf 
alls, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS. — 
Prices remain steady. Tool demand is 
fair on the general lines and very 
heavy on good nail hammers. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO 

Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


NAILS, WIRE AND STAPLES.— 
Prices are without change. Carload 
inquiries and sales are quite frequent. 
General demand only fair. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 lb.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 
$3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 1b.; polished fence staples, 
$3.55 per 100 lb. 








PAINTS AND OILS.—Demand is nor- 
mal. A recent advance of 7c. is effec- 
tive on boiled and raw linseed oils. 
Prevailing prices are quoted. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO: 


Linseed Oil, Raw.— Barrel lots, 
$1. a per gal.; 5 barrel lots, $1.09 per 

a Oil, Boiled.—Barrel lots, 
—_ per gal.; 5 barrel lots, $1.12 per 
ga 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, Tle. per 
gal., net. 

White Lead.—100 lb. kegs, $13.50 
cwt.; 50 lb. kegs, $13.75 cwt.; 25 lb. 
— $13.75 cwt.; 12% Ib. kegs, $14 
cw 


Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
54c. per lb.; in 100-lb. lots, 6%4c. 
per lb. 

Dry Paste.—Barrel lots, 714c. per 


PREPARED ROOFING. — Demand is 
excellent and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Best grade, selected surfaced, pre- 
pared roofing, $2.16 per square; me- 
dium grade, slate surfaced, $1.99 
per square; best grade, tale surfaced, 
$2.10 per square; medium grade tale 
surfaced, $1.43 per square; light 
grade tale sur faced, $1.00 per square; 
red rosin sheathing. $50 per ton. 


PYREX WARE.—Demand is .normal. 
Improvement is expected with cooler 
weather. Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Round casseroles, i @t., 
doz.; 1% qt., $14 per doz.; 2 qt., $16 
per doz.; Oval casseroles, same 
prices as round. 8-in. pie plates, $6 
per doz.; 9-in. pie plates, $7.20 per 
doz.; small utility dishes, $8 per doz.; 
large utility dishes, $14 per doz. 


ROPE.—Sisal fibre shortage may bring 
higher prices before long, although 
current prices remain unchanged. 


JOBBERS’ Be Ginna TO RE. 
TAILERS, F.O.B. CHICAGO: 
Best manila, standard brands, base, 


$12 per 


22c. per lb.; No. 2 manila, 20c. per 
lb.; finest sisal, 15c. per lb.; No. 2 
sisal, 141%4c. per lb. 


SASH CORD.—Normal sales volume is 
reported at steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, .0.B. CHICAGO: 

Standard grade, No. 7, $7.94 per 
doz.; No. 8, $9 per doz.; competitive 
grades, No. 7, $7.45 per doz.; No. 8, 
$8.55 per doz. 


SASH WEIGHTS.—This is a live sell- 
ing season. No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 

Ideal (full weight) less than carload 
lots, $36 per ton. Carload lots, $33 
per ton. 


SCREWS.—Good selling volume re- 
ported, while prices remain steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head blued, 40 per cent; flat 
head brass, 37% per cent; round 
head brass, 32% per cent. Larger 
orders 10 per cent less. 


STEEL SHEETS, FLAT OR CORRU- 
GATED.—No price changes on general 
orders. Carload orders a little easier 
in price. Sales are better. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO 
24 gage galvanized chats, $4.90 


per 100 1b.; 24 gage black ‘sheets, 
$4.05 per 100 Ib. 
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Northwest Reports Average Crop Yield 
—Price Changes Effective 


(Minneapolis Office of HARDWARE AGE) 


MINNEAPOLIS, Aug. 27.—Conditions in the territory tributary to 
the Twin Cities continue unchanged, in reference to the crop reports 
which are being received. The year’s yield will probably be close 
to the average crop for this section of the country. 

Vacation season is nearing its close, and this is an aid to business 


in general, especially clothing stores and department stores. 


Tour- 


ists still are very numerous, and will continue to be for some weeks. 
This week’s letter will show a number of changes in prices, as 


well as items quoted on. 





AXES.—Sales are steady, with prices 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; doublebit, handled, $24, 25 doz., 
net. 


BOLTS.—Demand is yood and showing 
good volume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 
BALE TIES.—Demand is just begin- 
ning, and dealers are filling their 
stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single loop, 9% x 14, $1.51; 9% x 15, 
$1.36; 9% x 14, $1.53 per bundle. 
BRADS. —Call for brads continues 
good, with stocks ample. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. TWIN CITIES: 
Wire brads in 25-lb. box at 75 per 
cent from lists. 
CHAIN.—Call for chain is normal. New 
prices are quoted below. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Log chain, coppered, 4, x 14, $17.75; 
5/16 x 14, $16.75; 3 x 14, $15.00; log 
chain, self colored, A “i 14, $16. 25; 
5/16 x 14, $15.25; 3 x 14, $13. 50; proof 
coil chain, ¥% in., $14.0 00; 3 in., 
= 25; % in., $10.50; 5% in., $10. 25 cwt., 
net 


COAL HODS.—Dealers are placing 
their orders for opening: stocks for fall 
trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CTIES: 

Coal hods, japanned, open, 17- in., 
$3.35; 8-in., $3.85; funnel, 17-in., $4.30; 


18-in., $4. 90; galvanized open, "17. -in., 
$4.70; 18-in., $5.10; funnel, 17-in., 
$5.80; 18-in., $6.30 doz., net. 


CHURNS.—Demand continues fairly 
good, with prices steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Barrel type churns, 3314-5 per cent 
from lists. 
EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Call for this 
line continues good, with prices firm. 


JOBBERS’ PT cre TO RE- 
TAILERS, F.O.B. TWIN TIES: 
Eaves trough, 5 in., Ry Salat, sin- 





gle head, galvanized, in crates, $5. 25; 
6-in., $6. "40; conductor pipe, 3-in., in 
crates, not nested, $4.90; 4-in., $6.85 
per hundred feet; conductor elbows, 
3-in., $1.73; 4-in., $2.88 doz., net. 


FIELD FENCE.—Call for this line 
shows some improvement. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26-in. high, 
$36.69 per 100 rods net, with other 
heights in proportion. 


FILES.—Demand is good, with stocks 
well filled. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Nicholson files, 50 per cent and job- 
bers’ brands, 60- 10 per cent from list. 


GALVANIZED WARE.—Sales show a 
good demand in galvanized ware and 
prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard, galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18-at., $5.50; 
standard tubs, No. 1, $7.15; No. ~ 
$8.00; No. 3, $9.35; heavy, No. 
$13.20; No. 2, $14.40; No. 3, $15. 66 
doz., net. 


GLASS AND PUTTY.—Sales are im- 
proving, with stocks ample. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Single and double strength A grade 
glass Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50- 
Ib. steel drums, $4.85 cwt., net. 


LAWN HOSE.—Demand is showing de- 
cline, and stocks are graded down ac- 
cordingly. Prices show no change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Lawn hose, Manhattan, black, %- 
in., 500-ft., bales, $7.25; %4-in., $8.50; 
5g-in., 50-ft. lengths, coupled, $7.75; 
Manhattan, red, %-in., 500-ft. bales, 


$7.75; %-in., $9.00; %-in., 50-ft. 
lengths, coupled, $8.05; Good Luck, 
bt 6-ply, $9.00; Bull Doe; 5g-in., 


7-ply, $12. 15 per 100-ft., net 


LAWN MOWERS.—Dealers are clear- 
ing their stocks, Prices are unchanged. 
JOBBERS’ QUOTATIONS - TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Lawn mowers, Philadelphia, Style 
A, 15-in., $15.75; 17-in., $17.85; 19-in., 
$19.95; Riverside, ball-bearing, 16-in., 
$7.25; 18-in., $8.25 each, net. 
MILK CANS.—Call is still good, with 


stocks ample. Prices have not changed. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 
NAILS.—Deliveries show a fairly good 
demand. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 
PYREX OVENWARE.—Call for oven- 
ware is slightly better in a retail way. 
Dealers are filling their stocks for fall 
trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


No. 623 casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pic plates, 
60c.; No. 231 utility dishes, 67c.; No. 

24 tea pots, $2.00; No. 26 tea ‘pots, 
$2.33; No. 953 perolator tops, Tc. 
each, net. 
ROPE.—Demand is normal, with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade manila rope, 24c., base; 
best grade sisal, 17\%4c. lb. base. 


REGISTERS.—Stocks are in good con- 
dition and prices steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Cast iron and wrought steel reg- 
isters, 40-10 per cent from lists. 


SANDPAPER.—Sales show a steady 
call for this line. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS.—Call 
for these lines is still good. Prices show 
no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Sash cord, best grade, 65c. lb. base; 
second grade, 38c. lb.; third grade, 
27c. Ib. base net, and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS.—Demand continues steady, 
with stocks well filled. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 374% per cent; round 
head brass, 32% per cent frorn lists. 


SIDEWALK CLEANERS.—Dealers are 
ordering their stocks for fall trade. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Sidewalk cleaners, True Temper, 
7 x 5-in. blade, $7.20; Rough and 
Ready, same size, $5.35 per doz., net. 


SNOW SHOVELS.—Initial stocks are 
being ordered by dealers for coming 
trade. Opening prices are shown be- 
low. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 
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SOLDER.—Call for solder is still good, 
with prices steady. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. TWIN CITIES: 
Warranted half and half solder, 


3114c. lb., and strictly half and half 
solder, 32%4c. lb., in 100-lb. boxes, 
net. 


STEEL SHEETS.—Demand is steady, 


with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


STEEL TRAPS.—Dealers are prepar- 
ing for the coming season, ordering 
their stocks. Opening prices are shown. 
JOBBERS’ QUOTATIONS TO RE- 
Victor steel traps, No. 
1, $1.38; No. 114, $2.44; 
Oneida jump traps, No. 0, $1.59; No. 
1, $1.83; No. 114, $2.81 doz., net. 
STOVE BOARDS.—Prices for the sea- 
son are announced as shown. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Crystallized stove boards, 28 x 28, 





$16.00; 30 x 30, $18.60; 36 x 36, $25.95 
doz., net 


STOVE PIPE, ELBOWS AND DAM- 
PERS.—Stocks are already in many 
dealers’ warehouses for fall trade. 
Prices are given here. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove pipe, uniform, blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths; elbows, 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire handle, 
$1.15 doz., net. 


TIN.—Demand continues good, with 
stocks ample for the call. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating; IC, $14.75 box, net. 


WHEELBARROWS.—Sales are _ nor- 
mal, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20: Gopher garden, $3.75; Amer- 
ican garden, $6.25 each, net. 





WIRE.—Fence wire is beginning to 
move better. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Galvanized barbed cattle wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WRENCHES. — Demand 
good, with stocks ample. 


continues 
Prices have 


| not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap - on Wrenches. — Radio and 
electric sets in metal cases, 
No. 101 Master Service Sets, 
No. 202, Heavy Duty Sets, $3. 80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33144 per 
cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 





Snappier Weather Is Speeding Up New 
England Retail Buying of Hardware 


Boston, Aug. 


(Boston office of Harpwarp AGE) 


27.—Snappier weather and frosts that have nipped 


farm and garden crops, together with the realization that in less 
than a week will be Labor Day and the flow of families and vacation- 
ists from the country and seashore will be cityward, have aroused 
the New England retail trade in general to the fact that it is high 
time to replenish stocks of goods that will be wanted by the public 
during the remaining months of 1929. 


Despite the greater movement 


of merchandise out of jobbers’ 


stocks it is more noticeable than ever that the retail trade generally 


is extremely conservative regard 


ing its commitment for goods 


needed more than a month or so ahead. To be sure there are always 
retailers who will go ahead and cover their sled, snow shoe, skii and 


other cold weather requirements at 
not general. 


this time of the year, but this is 


There is a good demand for coal hods, stove boards, 


ash cans, paints, conductor pipe, roofing, anything, in fact, that sug- 


gests the necessity of having goods 


put homes in order for the winter. 


on hand that will be required to 
Builders’ hardware also is 


wanted, but largely low-priced stuff. And there are hundreds of 
other items selling well, so the situation is healthy despite the lack 


of interest in futures. 


AIR RIFLES.—Air rifles are beginning 
to move, according to jobbers. Retail 
stocks are small and broken. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Air Rifles. —Stevens, No. 70, lots 
of 10, $10.20 each net; lots of less 


than 10, $11. Favorite, No. 17, lots of 
10, $7; lots of less than 10, $7.50; No. 


af lots of 10, $7.40; lots of less than 
0, $8. Marksman, No, 12, lots of z 
36. 10; lots of less than 10, $6.5 


Crack Shot, No. 26, lots of 10, $4. 80: 
lots of less than 10, $5. Little Scout, 
No. 14%, lots of 10, $3.85; lots of less 
than 10, $4.25. Junior, No. 11, lots 


of 10, $3.20; lots of less than 10, $3.50. 
Savage, No. 04, $6. 





Paige-Lewis, No. 


Hamilton, No. 27, $2.12; No. 
43, $ 60. 


50, $5.50. 
027, $2.40; No. 2. Remington, 
Daisy, 


No. 26, $5 each, net. single 

shot, $12 per doz. net; No. 11, 350 

shot, $16; No. 30, 500 shot, $20; No 

3, 1000 shot, $24. Pump gun, No. 

45, $40. 
AUTOMOBILE ACCESSORIES.—The 
recent reduction in prices for competi- 
tive tires so far has failed to stimulate 
business. Jobbers report a good steady, 
although not large, demand for both 
tires and tubes. Business in other ac- 
cessories appears to have been a little 





better of late. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Tires.—Mansfield line, heavy duty, 
a side, clincher cord, 30 x 31s 

, $5 each; 31 x 4 in., $8.45; 32 x 4 
$9.05; 33 x 4 in., $9.50; 32 x 4% in., 
$15.55; 33 x 5 in., "$21.15: 35 x 5 in., 
$22.70. Discount 10 per cent. 

Tires.—Mansfield line, balloons, 29 
x 4.40-21, $5.65; 29 x 4.50-21, $6.30; 
29 x 4.75-20, $7.50; 29 x 4.75-21, $7.80; 
29 x 5.00-22, $9.70; 29 x 5.25-20, $9.55; 
29 x 5.25-21, $9.85. Discount 10 per 
cent. 

Tires.—Mansfield line, six 
ply, 30 x 4.50-21, $11.05 each list: 30 x 
5.25-20, $14.30; 30 x 5.50-20; $16.05; 35 
x 6.00-23, $19. Discount, 7% per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
eee $F x 5.00-21, $10.50; (30 x ao 

29 x 5.50, $12.90; 30 

; 30 x 6.00- -18, $12.90: 
9, $13.20; 32 x _ 6.00-20, 
$13.80; 33 x 6.50- 21, $16. 50. Discount 
10 per cent. In less than carton lots 


balloons, 


10c. per tube should be added to the 
cost. 
ANDIRONS. — Those retailers who 


more or less specialize in andirons say 
public buying is gradually assuming 
larger proportions, and indications for 
fall business appear quite encouraging. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Andirons.—Cast iron, black, $1.25, 
$1.50, $1.80, $2, $2.50, $3 and up to $10 
per pair, net; cast iron with cast 
brass knobs, $4. 20, $5, $6 and up to 
$10; cast iron with wrought iron rods, 
$2.40, $2.60, $3 and up to $6. 
‘ Fire Sets.—Cast iron with cast 
brass tops, $4, $4.40 and $5 per set, 
net; hammered cast iron and plate 
andirons, $3.20, $3.80, $4, $4.40 and up 
to $12; hammered cast iron, plated, 
with wrought iron rods, $3.20, $4, $5 
and up to $12. 

Screens.—Folding, black with brass 
trimmings, $2.50, $2.75, $3.50, $4, $5 
and $6 each, net; hammered brass 
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plated, $6. $7.50, $8 and $9. Combina- coated nails, in car lots, $2.75 per 
tion, black center with brass frames, keg base, f.o.b, Pittsburgh; 1 less 
wrought iron screens, $6.90, $7.50, than car lots, $3. Cut nails, from 
$6, $7.50, $9, $12 and up to $75; store, $4.25 per keg base; galvanized 
$8.50, $9. 50, and up to $75. cut nails, from stock, 8d, and smaller, 

i $6.25 per 100 lb. base; larger sizes, 
CONDUCTOR PIPE.— Between re- $6.85. Mill shipments, 8d, and 
auirements for new houses and putting smaller, $5.75 base; larger sizes, $6.35. 
. ‘i / . Hardened steel floor, direct ship- 
old ones in readiness for the coming ments, $7.60 f.0.b. Wareham, Mass.; 


winter there is a larger movement of 
conductor pipe. 


JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Conductor Pipe.—Steel, 28 gage, 2 
in., in lots of 250 ft., 18¢ per ft. list; 
3 in., 20c. Discount, 60 and 15 per 
cent. Toncan, 28 gage, 2 in., 18c.; 3 
in., 20c. Discount, 45 and 10 per cent. 
Sheet steel, 28 gage, 2 in., 18c.; 3 in., 
20c. Discount 75 per cent. Higher 
prices are asked for smaller lots. 
Elbows. — Round, corrugated steel 








28 gage, No. 2, 2 in., 30c. each a = 
lots of 300; 3 in., 36c. No. 3, 2 
30c.; 3 in., 36c. Discount, 60 ae 6 
per cent. Toncan iron, No. 2, 2 in., | 
40c. each list in lots of 300; 3 in., | 
48c.; No. 3, 2 in., 40c.; 3 in., 38c. 


Discount, 55 per cent. Higher prices 
are asked for smaller lots. 
CORN POPPERS.—A new electric corn 
popper put on the market by Landers, 
Frary & Clark, New Britain, Comn., 
known as No. 933, is being shown by 
jobbers with considerable success. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Corn Poppers. — Electric, White 
Cross, $1.67 each net; Universal, No. 
933, $3.35. 
GLOVES.—Retailers are beginning to 
cover their cotton glove requirements. 
Bookings for August will run ahead of 
those for the corresponding month last 
year, according to jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOST 
Gloves.—Cotton, with adie wrists, 


No. 402, $2 per doz. net; No. 402B, 
$1.90; No. 403, $2; No. 410, $3.75 
With flannel wrists, No. 839, $1.25 
per doz. net; No. 641, $1.44; No. 642 
1.75; No. 873, $2.20. With leather 
front, knit wristers, No. 322C, $4.50 
per doz, net; No. 213, $3.25; No. 327, 
$5. 


LETTER BOXES.—Jobbers report a 
much freer movement of letter boxes 
out of stock, but add that shipments are 
going forward to certain sections of 
New England only. 


NAILS.—Contrary to general expecta- 
tions there has been a drop of 10c. a 
keg in wire nail prices by the mills, 
and a corresponding reduction in job- 
bers’ quotations. Prices for other kinds 
of nails remain as heretofore. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Nails.—W ire, from store, $3.40 per 
keg base; from mill, in car lots, $2.65 
per keg base, f.o.b. Pittsburgh; in 


| rial fall requirements. 





less than car lots, $2.90. Cement 


Business Outlook Good, Ample 
Credit Foreseen 


The American business outlook is good, 
with no present indications of danger of 
a shortage of credit shortage to finance the 
fall expansion of business and the crop 
movement, according to official govern- 
mental reports of Aug. 22. 

There has been no complaint from any 
of the Federal Reserve districts relative 
to credit stringency for commercial or 
agricultural purposes, according to a 





Western cut nails, 
in less than ‘car 
Tremont cut nails, direct 
$3.95 per keg, f.o.b, Ware- 


from store, $8.10. 
direct shipments, 
lots, $3.50. 
shipments, 
ham, 


| PERCOLATORS.—An Armstrong au- 
| tomatic coffee percolators, 


the New England jobbers for the first 
time, is attracting quite a lot of atten- 
tion in retail circles. The percolator 


offered by | 


retails at $14.75 each, and retailers get | 


a 40 per cent discount. 


PRESSES.—Buying of fruit presses, 
which 


began to gather momentum | 


about a fortnight ago, has assumed en- | 


couraging proportions. Prices as com- 
pared with a year ago are practically 
unchanged. 


JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Presses. ’ Fruit, $3. 50 
net; 6-qt., $4.25; ‘$6. 


PUSH PINS 


4-qt., each 


12-qt., 


| STOVE BOARDS.—Recent 
| peratures 
S.—In addition to decorative | 


kinds placed on the market early in the | 
year, manufacturers of push pins now | 


offer an assortment with hangers, to 


retail at 10c. a card. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. BOSTON 


Push Pins.—Moore’s line, regular 


80c. per doz. Decorative assortment, 
No. W, $3.20. Push pins with hanger 


assortment, style S, ™% gross cards 

in assortment, $9 per gross cards. 
ROOFING MATERIAL.—Retailers are 
beginning to cover their roofing mate- 
Both retailers 
and jobbers express the belief that a 
lot of material will go into consumption 
during the remainder of 1929. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 

Roofing Paper.— Rolled, smooth 
surface, heavy, $1.71 per roll net; 
extra heavy, $1.92; Apex medium, 
$1.27; Battle Axe, light, 90c., medium, 
$1.08, heavy, $1.27. Mineral surface, 
$1.71 and $1.91. 


Building Paper.—Sheathing, 30-lb. 
rolls, $1 per roll net; black, 40-Ib. 
rolls, $2; 20-lb. rolls, $1. Red rosin, 


20-lb. rolls, $63 per ton net; Asphalt 
felt, $64 a ton. 


Shingles.—Hexagon, three-tab, 10 
in., $3.84 per square, net; 12% in., 
$4.80. Giant, individual green, $6.65; 
colored tint, $6.90. Standard, indi- 
vidual, $5.40 per square, net. 

Roof Coating.—No-Tar-In., black, 
one-gal. containers, $1.25 each, list: 


five-zgal. containers, $1.10 per gal.; 25- 
gal. containers, 80c. per gal.; 50-gal. 
containers, 75c. per gal. Red, one-gal. 
containers, $2 each list; five-gal. con- 


recent report from a‘ high official. 
The volume of business and industrial 
production were said to be greater than 
last year, with many industries working at 
full capacity, whereas such was not the 
condition in 1928, although in that year 
many business records were broken. 
Officials do not believe that the ups and 
downs of the stock market so far in 1929 
have been sufficient to reduce the volume 
of income tax returns. Last year’s record 
income of individuals was to a large de- 
gree attributed by huge profits on the 








| rediscount rates from present levels, 


tainers, $1.85 ul. Discount, 40 


per cent. 
SAWS (WOOD).—Bvying of all kinds 
and makes of wood saws is on the in- 
crease. Most retailers, however, are 


per x% 


buying with a view to having a good as- 


sortment of stock on hand rather than 
large quantities. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Saws. — Wood, Disston hes one 
man, Champion tooth, No. 2, fine, 3 
ft., $2.35 each net, 3% ft., $2.75 
{ ft., $3.15, 4% ft., $3.55; Ideal, 
3 ft., $1.28, 3% ft. $1.50; Four 
Cutter, No. D110, “3% $3.80; Dock- 
ing, No, 196, 2 ft., $03.50 per doz., 
214 ft., $30. Two men crosscut, nar- 
row, No. 286, 41%4 ft., $1.95 each, 5 ft., 
$2.20, 5% ft., $2.40, 6 ft., $2.60. 
pag hollow back, No. 494, 5 1 ie 
$5.40; 51% ft., 


Simonds lir 

13, 22, 133, “sen 
5% ft., $6; 6 ft. 

‘Atkins line, one 
man, No. 390, 3 ft., $2.38 each net, 
3% ft., $2.78; 4 ft., $38.16; No. 392, 31 
f ay © Th $3. 57; No. 4 tt., 


Saws.—W ood, 
cent ground, No. 
325, 5 ft., $5.40, 


Sa 





No. ft. 
» 5% 
$1.95, 5 ft., $2 
5 ft., $5.40, 5% 


388, 


ft., 


low tem- 
evidently have reminded 
country retail dealers that it is time to 
order in stove boards, because jobbers 
report quite a decided improvement in 
bookings. Prices remain as they were 
last winter. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. BOSTON 
Stove Boards.—Paper lined, square, 


28 x 28 in., $10.40 per doz. net; 30 x 
30 in., $12; 32 x 32 in., $14.40. Wood 
square, 28 x 28 in., $19.20 per doz. 


net; 30 x 30 in., $22.50; 33 x 33 in., 
$26.50. 
£YPHONS.—Sparklet syphons, hereto- 


fore retailing at $6 each, will now cost 


| the consumer $7, while the cost to the 


retail dealer has gone up from $4 to 
$4.74 each. No change in the cost of 
syphon accessories is reported. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 
Syphons.—Sparklet, $4.74 ‘iii net. 
Sparklers, 12 to the box, $1.15 per 
doz. net. 
TRAPS.—The movement of game traps 
out of jobbers’ stocks for fall distribu- 
tion has started. Bookings to date are 
running ahead of expectations, and it 
is believed 1929 sales will exceed those 
of 1928. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 


Traps.—Game, Blake & Lamb line, 


with chains, single sates. No. 0, 
$1.74 per doz. net; No. $2; No. ‘1% 
$3.07. ro age Avy 5 NG. he P- 80 pe! r 


doz. net; No. 3, $6.67; No 


stock market, resulting in heavy tax col- 
lections. A recession of the market natu- 
rally would permit speculators to write 
off the losses and thus reduce their income 
tax returns. 

Experts see no occasion for increasing 
ex- 
cept possibly in the Chicago district. The 
rate increase started by the New York 
bank, which jumped from 5 to 6 per cent, 


will not be general unless conditions 
change radically, according to one official 
source. 
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Cincinnati Market in Strong Position— 
Steadiness Reflected in Prices 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Aug. 20—The continued briskness of demand for 
staple merchandise combined with the still fairly active buying of 
seasonal articles has kept sales volume of local hardware jobbers 


at a high level for August. 


Business for the month is well ahead 


of the same period in 1928 and on a parity with July of this year, 
which was an unusually good midsummer month. 
Industrial employment in this district is at a high rate and con- 


siderably above the level of a year ago. 


On the other hand, the 


usual seasonal recession of business is being felt by retailers, al- 
though hardware dealers have suffered less perhaps than retailers 


in other lines. 


Of course, some complaint from hardware dealers 


is being heard, but this is not of sufficient frequency to indicate a 
general slackening of interest on the part of the consuming public. 
The market continues in the same strong position it has occupied 


for the last three or four months. 


steadiness of prices. 


AUTOMOBILE ACCESSORIES.—Sea- 
sonal items are showing fairly well in 
Tires and tubes are 


sales volume. 





maintaining a good market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Balloon Cord Casings 


High Medium Low 


Grade Grade 
29x4.40 $11.55 $7.40 
30x4.50 12.45 8.25 
29x5.00 13.65 9.85 

5 14.15 10.25 
16.55 12.30 
19.45 14.35 
19.95 14.75 











{See “ ee 
30x31% $10.10 $7.50 
31x4 . cs, sesing 10.9 
 s Ee 14.20 11.50 
32x4% ........- 20.00 15.60 
Balloon Inner Tubes 
29x4.40 $1.50 $1.29 
30x4.50 1.60 1.40 
29x5.00 1.75 1.52 
30x5.00 1.80 1.56 
31x5.25 2.05 1.84 
32x6.00 2.40 2.16 
33x6.00 2.50 2.30 
High Pressure Tubes 
oy PSPS ee 0.90 
a eee $1.40 1.19 
|_| US eee ie 1.60 1.41 
DEED Sancskwores 1.70 1.49 
5 Eee 1.80 1.56 


Grade 
$5.95 
6.60 


8.40 





These prices subject to discount of 
7% per cent on tires and 10 per cent 


on tubes. 


Luggage Carriers. — Gate-type lug- 
gage carrier, light weight, 63c. each; 


58e. 
carrier, 


in lots of 10; gate-type luggage 


or 


heavy weight, 80c. each; 75c. 


in lots of 10; disappearing type lug- 
gage carrier, 65c. each; 60c. in lots 
of 1 


b0e;s. 2 pt Sl; 1 at. 


Polish.—HLF auto polish, % pint, 
$1.50. 40 per 


cent off; Duco auto polish, 6 oz., 50c.; 
1 pt., $1; 1 qt., $1.50; 33144 per cent off. 


BOLTS AND NUTS.—Interest in this 


item is being maintained. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 


Cut thread carriage and machine 


bolts, 60 per cent off 


list; 


rolled 


thread carriage and machine bolts, 
nl mg 10 per cent off list: 
olts, 





20 per cent off list; 


stoves 
square, 


BUILDERS’ 





hexagon and cent 


off list. 


tap nuts, 60 per 


BOYS’ WAGONS.—Current volume 
sales is good. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c. each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 493, $2.85 each; greyhound No. 
497, $3.75 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25; No. 10, 
six-ball sets, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Denatured alcohol in from 1 to 4 
drum lots, 61c. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 72c. a gallon; in cases of 10 gal- 
gallon lots, 71c. a gallon. 

Note.—The above prices are for 
August, September and October de- 
liveries. For November delivery 
there is an added charge of lc. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned. 

Eveready Prestone.—1%% gal. cans, 4 
to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; 1 gal. cans, 
6 to case, broken cases, $3.80 a gal. 
full cases, $3.60 a gal.; % gal. cans, 
12 to case, broken cases, $4.00 a gal.; 
full cases, $3.80 a gal. 

Ivo.—In one gallon cans $1.85 a 
gal.; in 2 gallon cans, 3% gallon 
cans, 30 gallon and 50 gallon drums 
$1.80 a gal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


This is reflected in the continued 


of 


CROQUET SETS.—Seasonal recession 
of interest is affecting sales noticeable. 


DENATURED ALCOHOL AND ANTI- 
FREEZE MIXTURES.—Sales volume 
continues to be brisk and jobbers an- 
ticipate one of the best seasons. 


HARDWARE. — Contin- 
ued interest in these commodities is be- 
ing manifested. 





Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.—Square bevel 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 14c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


inside 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c. 
each; small or large monocells, 64c. 
each. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, ) 
per doz.; 12 qt. sprinkling pots, $9.00 
per doz. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Rubber Hose.—5 ply, % in., 5%c. 
per ft. in 50 ft. lengths for Leader 
brand; 7 ply, % in. red hose, 9c. per 
ft. in 50 ft. lengths; double braid in 
% in., 500 ft. coils, 6%c. per ft. 


HOSE ATTACHMENTS.—Business 
beginning to slacken noticeably. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Diamond nozzles, $3.60 per doz.; 
pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wooden hose reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 each; 
Donley all steel hose reels, $1.65 each. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 4 
qt., $4.13 each; 6 qt., $5.33 each; 8 qt., 
$6.75 each. 


Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each. 

Peerless.—1 qt., $2.95 each; 2 qt., 


$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0O.B. CINCINNATI: 

Hot Blast Lanterns. — Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
$8 per doz.; O. K. lanterns, $9.25 per 
doz.; No. 2 Royal lanterns, $9.75 per 
doz. 

Cold Blast Lanterns.—Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.; 
Junior brass nickel-plated, $20 per 
doz.; Little Wizard, $8.50 per doz.; 
Little Giant, $11 per doz.; No. 2 
Blizzard, $13 per doz.; No. 2 D-Lite, 
$13 per doz. 

Wagon Lanterns.— Junior Wagon 
with bull’s-eye lens, $17.25 per doz. 


FLASHLIGHT BATTERIES. — Busi- 
ness is holding up fairly well. 


GALVANIZED SPRINKLERS. — The 
usual seasonal dullness 
ticed in this item. 


is being no- 


GARDEN HOSE.—Sales are falling off. 


_ 


Ss 


HOSE REELS.—Waning of the season 
is causing this commodity to be dull. 


ICE CREAM FREEZERS.—Sales are 
declining sharply. 


LANTERNS.—This item is beginning 
to taper in demand. 
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Mill Lanterns. — Watchman’s mill 
lanterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.; No. 2 
Blizzard mill lanterns, $39 per doz. 


Wall Lanterns.—No. 15, $35 per 
doz.; No. 25, $37 per doz.; No. 30, $37 
per doz.; No. 60, $9 each. 


Platform Lanterns. —Imperial, $15 
each; No. 1 Climax, $5.50 each; No. 
2, $6 each; Nos. 1 and 2 Climax 
Nested, $11.50 each. 

Display Stand and _ Assortment 
Lanterns.—No. 26 display stand, $4 
each No. 26 display stand and as- 
sortment (12 lanterns), $14 each. 

Note.—A special allowance of 25c. 


per doz. is made on shipments of 3 
doz. or more. 


LAWN MOWERS.—Retailers are show- 
ing less interest in this item as the sea- 


son wanes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cheap Grade.—12 in., $4.60 each; 
14 in., $4.90 each; 16 in., $5.20 each. 

Ball Bearing.—14 in. medium grade, 
$7.25 each; 14 in. good grade, $8.75 
each; 16 in. medium grade, $7.50 
each; 16 in. good grade, $9 each; 16 
in. best grade, $11.25 each; 18 in.. 
medium grade, $8 each; 18 in. good 
grade, $9.60 each; 18 in. best grade, 
$11.85 each. 


MOPS.—This item continues to display 


a fair demand. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 
Betty Bright self-wringing mop No. 


10, $8 per doz.; Betty Bright self- 
wringing mop head No. 20, $4 per 
doz. 


NAILS.—There is no change in this 


item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.85 per keg. 


PYREX WARE.—Demand is being fair- 


‘y well sustained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 
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Square Casseroles.—No. 653, $1.17 
each. 

Oval Casseroles.—No. 632, $1 each; 
No. 6338, $1.17 each; No. 634, $1.33 
each. 

Round Pie Plates.— No. 206, 17c. 
each; No. 208, 50c. each; No. 209, 
6uc. each; No. 210, 67c. each; No, 211, 
73c. each. 

Round Pudding Dishes.—No. 021, 
40c. each; No. 022, 57c. each; No. 028, 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes— No. 053, 
67c. each. 


Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 


PAINT SUPPLIES.—Business in these 


commodities reflects continued buyers’ 


interest. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
mixed house paints, $2.75 
linseed oil, single barrels, 
turpentine, in 2 barrel 
white and red lead 
less 10 


Ready 
per gal.; 
79c, per gal.; 
lots, 63c. per gal.; 
in 500 Ib. kegs, 13% 
per cent. 


ec. per lb.; 


RADIO BATTERIES.—Demand for 
is beginning to disappear as 


batteries 
A. C. sets replace the old type of re- 
ceivers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Net price Net price 


each, each, 

less unit in unit 

Stock No. pke. pkg. 
Super B bat., No. 2138. $3.20 $2.97 
Super B. bat., No. 22308 2.22 2.06 
B batteries, No. 10308. 2. 81 2.63 
B batteries, No. 2308... 1.88 1.75 
B batteries, No. 5308... 1.88 1.75 
B batteries, No. 2158... 1.31 1.22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 .38 ao 

A batteries, No. 6 Sarat nts .40 35% 
Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 103808 and 2308 are in unit 
packages of 6; No. 2370 is in unit 


packages of 10; No. 6 is in unit pack- 


ages of 50. 





RADIO TUBES.—Demand for tubes is 
brisk. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CINCINNATI: 

MX199 general purpose tubes, $2 
each; MV199 several purposes tubes, 
$2 each; MX201A general purpose 
tubes, $1.25 each; MxX201B general 
purpose tubes, $2.50 each: MX200A 
detector tubes, $3.50 each: MX240 
high Mu tubes, $2 each; MX1112A 
power amplifiers, $2.25 each; MX171A 
power amplifiers, $2.25 each; MX280 
full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY 227 
detectors, $2.50 each. 

These prices are subject to 50 per 
cent discount on Marathon tubes and 
40 per cent discount on Arcturus and 
Eveready Raytheon tubes. 


ROLLER SKATES.—Jobbers report a 
slackening in demand for this item. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No. 181, $2.65 per pair: 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 


and 105, $1.37 per pair. 
ROOFING MATERIAL.—The demand 


is being sustained at a good rate. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.— Light, standard, 
85c.; medium standard, $1.00; heavy 
standard, $1.20; Light Holdfast, $1; 
Medium Holdfast, $1.35; Heavy Hold- 
fast, $1.60; K red and green slate 
surface, $1.80. 

Roofing Coating.—Coal tar, refined, 
Ib., 12%c.; in 5 Ib. cans, 94%4c. per Ib.; 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, 
Ib., 1216c.; in 5 lb. cans, 9% ec. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8%ec. per Ilb.; in 10 lb. cans, 6 
cans to the box, 7%c. per Ib. 


elastic, 1 


Current N. Y. Business Quiet 
Interest in Futures Is Fair 


NEw York, Aug. 27.—Somewhat delayed, the traditional summer 
slump has apparently reached this wholesale hardware and house- 


furnishing market. 


the activity of the early summer. 


Current business is quiet when compared to 


Early estimates suggest that 


August, 1929, will fall below August of last year, when sales are 
compared. The total business for the summer, however, will com- 
pare favorably with last year’s record, it is believed. 

Early interest in futures is fair and is expected to increase during 


the month of September. 


With vacations of both dealers and sales- 


men practically over after Labor Day, local distributors expect to 


regain their stides early next month. 
Practically all prices are steady. 


they have been in this section. 
ASH SIFTERS. — Demand 


Stocks are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


son. 


Rotary galvanized ash sifters, $24 
per dozen. 
BOLTS AND NUTS.—Normal 


with prices the same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts and lag screws, % 
by 6 and smaller, 60 per cent off list. 


is fair. 
Prices not likely to change during sea- 


aale with sales normal. 





Collections are not as good as 


Larger, 50 and 10 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, 4% by 6 and smaller, 
60 off list; larger to 1 by 30, 50 and 10 
per cent off list; 14% to 1% in. diam- 
eter, 30 and 10 per cent off list. 
Stepbolts, 50 per cent off list. 


BUTTS.—Prices continue very steady 
Stocks are adequate. 


JOBBERS’ re on mh RE- 
TAILERS, F.0O.B. NEW RK: 

Steel butts, 3 by 8 and ‘aus by 3% 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4 by 4, 24% cents per pair in less 





| 
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than case lots, and 23 cents per pair 


in case lots. 


CHRISTMAS TREE LIGHTS.—Early 
interest for this holiday line has been 
fairly good. 
not expected to change during the year. 


Prices shown here are 


JOBBERS’ ee war, RE- 
TAILERS, F.O.B. NEW 

Propp sets, No. 842, 
$1.16; No. 83, 
72, $2.43; 
$1.48; No. ; 
No. 310, $1.38. 
net. 

Noma outfits, 
116, $4.54, and No. 


Se; 


; No. 305, 87c., and 
Prices are each and 


No. 3500, $3.94; No. 
1600, $3.00. Prices 
are each and net. 


Christmas tree lamps, No. 77, 
Mazda assortment (100 in set), $6.90; 
No. 78, Mazda lamps, 10 in a box, in 
following colors, red, blue, green, 
orange, opal, pink, yellow and purple, 

10 to 100, $7.10 per 100; 100 or more, 
$6.90 per 100 
CLOCKS. —Alarm clocks and boudoir 
clocks continue to have a fairly good 
call. Colored boudoir clocks are popu- 
lar. Prices not likely to change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Alarm — clocks: Amercia, $1.05; 
America, luminous, $1.58; Sleep-Meter, 
$1.40; Sleep-Meter, luminous, $2.10; 
Ben Hur, $1.76; Ben Hur, luminous, 
$2.46; Big Ben, $2.29; Big Ben, lumi- 
nous, $3.16; Big Ben De Luxe, $2.64; 
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Big Ben De Luxe, luminous, $3.52; 
Baby Ben, $2.29; Baby Ben, luminous, 
$3.16; Baby Ben De Luxe (any finish), 
$2.64; Baby Ben, De Luxe, luminous, 
3.52; Tiny Tim (any finish), $1.50. 
Prices are each and net. 

Auto clocks, plain dial, $1.50 each; 
luminous dial, $2.10 each. 

Watches, Pocket Ben, 
luminous, $1.58 each. 

Extras, on alarm clocks in lots of 
two dozen, 2% per cent; on lots of 
six dozen or more, 5 per cent. 


FIREPLACE FURNITURE.—Activity 
rather limited so far, but expectations 
are that there will be an active demand 
early next month. Prices not likely to 
change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


$1.05 each; 


Andirons, black finish, ee to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair. Flemish, $5.50 to 
$11.55 per pair; Swedish, $5.75 to $7 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; ‘plack-brass. balls, $6.75; 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, $7.65 to $9 per set. 
Swedish, $7.75 per set. 

Grate baskets, black finish, $5.75 to 


$6 each; Flemish, $8.65 to $10 each. 


Spark guard, black finish, $4.15 
each. bee 
Fire screens, black finish, $5.65 


each; Swedish, $8.65 each, and Burnt 


antique, brass, $8.65 each. 


FRUIT PRESSES.—Fairly active at | 
Early interest was | 


the present time. 
very light. Prices are the same. 
JOBBERS’ QUOTATIONS mi RE- 
TAILERS, F.0.B. NEW YO 
Fruit crusher, galvanized ste 0 hop- 


per, aluminum frame and_ with 
double roller, $10.00 each; same with 
fly wheel instead of crank, $11.25 
each. 

Fruit press, cast iron base and 
plunger, 3 qt. capacity, $3.60; 6 qt. 
capacity, $4.50 each. 

Fruit presses, hardwood frame, oak 
tubs, ete., No. 0, plain tub, $6.00 
each; with hinged tub, from $7.50 to 


$18, according to size. 


GARAGE SETS.—Steady though not 
heavy demand reported with prices 
unchanged. 

JOBBERS’ QUOTATIONS , RE- 
TAILERS, F.0.B. NEW YOR 

Garage sets, $2.40 per set; a six 
or more, $2.10 per set. Garage door 
holders, $1.75 per pair; for six or 
more, $1.60 per set. 

JUVENILE VEHICLES.—Fairly good 
demand reported. Jobbers emphasize 
the fact that present orders are for 
immediate shipment and not for de- 
layed delivery in interest of Christmas 
trade. In other words, the retailers 
buying these items are selling them 
now. Prices are steady and not ex- 
pected to change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Child’s garden sets with 18 in. 
handles. Set No. 1, 10c. each; No. 6, 
17c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each. In lots of 12 or more, 50c. 
each; No. 565, 85c. each in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 16%c. each: Little Gem, 
31%c. each; Little Jewel, 8344c. each; 
and Bissel Junior, $1.33%4 each. 


Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. oy 
$8.15 each; No. 850, $7.50; No. 
$7.80; No. 852, $8.15; No. 853, 38" 76 
eac 


Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No, 750, $1.80 each; 
No. 751, $2.25, and No. 761, $3.25 each. 

Doll carriages, No. 200, $1.60; No. 
216, $3.85; No. 22, $3.90, and No. 232, 
$6.50. Prices are gach, ana at. 


Doll coaches, No. No. 


266, $6.25, and No. 270, $10. 95. Prices 
are each and net. 
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reported with prices the same. 


sale at prices as shown. 


LAMP CORD.—Steady normal demand 
Stocks 


are in good condition. 

PICKS, MATTOCKS, ETC.—Normal 
No changes 
expected. 


JOBBERS’ QUOTATIONS RE- 
TAILERS, F.0O.B. NEW YORK: 


Railroad picks, 5 to 6 lbs., “9 cents; 
6 to 7 lbs., 6644 cents; 7 to 8 Ibs., 
73c., and 9 lbs., 87%4c. Prices are 


net and each. 

Pick mattocks, 8 cents’ each; 
short cutter mattocks, 73 cents each; 
long cutter mattocks, 76 cents each: 
grub hoes, 73 cents each. 

The above items in case lots will 

take a discount of 5 per cent. 

Woodwedges, 4 lIbs., 32 cents; 5 
Ibs., 39 cents; 6 lbs., 45 cents, and 
7 Ibs., 53 cents. Prices are each and 
net. 

Crowbars, 4 ft., 90 cents; 4% ft., 
$1.14; 5 ft., $1.52; 5% ft., $1.86. 
Prices are each and net. 

Pinchbars, 2 ft., 44 cents; 2% ft., 
50 cents; 3 ft., 65 cents. Prices are 
each and net. 


PRESERVING EQUIPMENT. —Slight- 
ly more active, but, according to local 
distributors, should be in heavier de- 
mand at this time. Prices are un- 


| changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Mason jar caps, $3.00 per gross. 
Mason jar rubbers, 75 cents per 
gross, and in full case lots of 12 
gross, $8.40 per case. 

Crown bottle caps, in one gross 
packages, 161%4 cents per gross, and 
in bulk lots of 50 gross, 15142 cents 
per gross. 

Everedy bottle capper, 70 cents 
each. 

Everedy jelly bag and stand, 50 
cents each. - 

Universal Aladdin preserving sea- 
son set, $1.95 per set. 

| ROLLER SKATES. — Normal sale. 





Prices are as shown. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Roller skates, Union line, extension 
web heel and toe straps, plain steel 


rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 


per 100; adjustment binding bolt, 


60c. 
12c. 


65c. per 100, and toe clamps, per 
pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 


bearings, $1.45 per pair; — line, 
for boys or girls, 85c. per pai 

Chicago line, No. 181, $2.65; ‘ite, 183, 
2.75; No. 185, $2.75; ‘No. 101, $1.33; 
and Nos. 103 and 105, $1.38 per pair. 


ROOFING.—Steady demand but not 
very heavy. Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roofing, Certain-Teed, 1 ply, $1.21; 
2 ply, 91.57, and 3 ply, $1.84 per roll. 

Major Slate Surfaced Roofing, Red, 
$1.93; Blue-black, $1.93, and Green, 
$1.93 per roll. 

Corporal Talc 
1 ply, 94 cents; 2 ply, 
$1.39 per roll. 

Guard Roofing, 1 ply, $1.03; 2 
$1.35, and 3 ply, $1.66 per roll. _ 

Certain-Teed, Slate Surface Roof- 
ing, Red, $2.11; Blue-black, $2.11, and 
Green, $2.11 per roll. 

Slater's felt, 87 cents per roll. 


SASH CORD.—Steady sale with prices 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 
Sash cord, Samson Spot, No. 7, , 66c.; 
No. 8, 65c.; feldt. Aetna, No. 7, 30c. 
per lb.; No. 8, 29c. per lb. Phoenix, 
No. 7, 48c. per lb.; No. 8, 42c. per Ib. 


Surfaced Roofing, 
$1.17, and 3 ply, 


ply, 


TIRES AND TUBES.—Fairly 
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SCREWS.—Demand is moderate with 
prices not expected to change. 


JOBBERS’ QUOTATIONS m4 RE- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head, bright _—, 
41-10-10; round head, blue, 40-10-10 
round head, iron, nickel plated, 271 re 


10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 3244-10-10; round 
head, brass, 27%-10-10. These dis- 


counts apply to new standard screw 


lists. 
Machine screws, flat and round 


head, brass, 60 per cent discount. 
Iron, 60-73% per cent discount. 


active 
with prices the same. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. gong YORK: 

Mansfield tires, 4 ply, baloon type, 
29 x 4.40, $7.40; tubes $1.50: 30 x 4.50, 
$8.25; tubes, $1.60; 39 x 4.75, 99.55: 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x ’5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1. 90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.35; tubes, 


$2.05; 29 x 5.50, $12. 65; tubes, $2.25. 

Same 6 Ply, 31 x 5.2 25, $14.70; tubes, 
$2.05; 30 x 5.50, $16. 05; tubes, 
30 x 6.00, $16.15; tubes, 
6.00, $16.65; tubes, $2.30; 32 
$16.96; a. $2.40; 33 x 6.00, 
tubes, $2.5 

Tire / reer racks, $10.00 each. 

Prices in all instances are each. 


TRAPS, GAME.—Futures fairly good. 
Prices not expected to change during 
the season. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 

Victor game traps, No. 0, $1.20: 
No. 1, $1.50; No. 1%, $2.70, and No. 2, 
93.70. Prices are NET << DOZEN. 

Victor jump traps, No. $1.75; No. 
1, $2.00; No. 1%, $3.05, e nd No. 2, 
$4.80. Prices are NET PER DOZEN. 


VENTILATORS. — Will soon become 
very active, it is believed. Current de- 
mand is considered good. Prices are 
as shown. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Continental ventilators, De-Felkt- 

Air (metal ey No. 63, $2.53; No. 


$17. 55; 


87, $2.80; No. $4.00, and No. 117, 
$4.00. These Tae are NET PER 
DOZEN 


Continental wood frame ventilators, 
No. 836, $2.15; No. 923, $2.15; No. 
937, $2.35; No. 949, $4.00; No. 959, 
$4.65; No. 1537, 98.65, and No. 1549, 
$5.35. These prices are NET PER 
DOZEN. 

Seong yg metal , = ven- 
tilators, N 833, $2.65; No. 837, $3.00; 
No. 845, No. 1137 3.65: No. 

5, $4.65; No. 1437, $5.35; and No. 

. $6.00. These prices are NET 
PER DOZEN. 

No. 01, 


Diamond E, ventilators, 


N.. 

E, ventilators, bathroom 
size, No. 01B, $3.60; No. -1B, $4.41; 
Prices are NET PER DOZEN. 


Liberty all steel louver ventilators, 
No. 38L, $4.50 and No. 37L. $5.00. 
Prices are NET PER DOZEN. 


Wurldsbest window ventilators, No. 
2, $1.75; No. 3, $2.00; No. 4, $2.50; 
No. 5A, $3.00; No. 6A, $4.00; No. 6B, 
$4.50, and No. 6C, $5. 00. These prices 
are LIST EACH and subject to a 
dealer’s discount of 3314 per cent. 


WEATHERSTRIP.—Futures continue 
fairly active in this line. Prices are 
not expected to change during the 


season. 

JOBBERS’ QUOTATIONS Li RE- 
TAILERS, F.0O.B. NEW YOR 

Weather-strip Home Preity ma- 
roon or white, $30 per thousand feet: 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt, weather-strip 60 cents per 
carton. Wool weather-strip, No. 25, 
80 cents per carton, and No. 75, $2.00 
per carton. 
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ARLY in their history, the railroads 

discovered that they would have to 
make business to succeed. It was not 
enough to build the line and offer service. 
They had to put farmers on the land, run 
experimental farms to show them how to 
raise crops, and engage in all kinds of 
promotion activities, in addition to haul- 
ine passengers and freight. These activ- 
ities proved profitable. 


Increasing sales by increasing the market 
is a far-sighted way to build business. How 
ean the hardware man build up his market 
for arms and ammunition? The answer 
lies in a complaint we sometimes hear that 
business is falling off because the supply 
of game is decreasing. Obviously the thing 
to do is to increase the supply of game. 


The Remington Arms Co. realized this a 
long time ago. They have lent their sup- 
port to various movements for preserving 
and increasing the country’s game birds 
and animals. There are many localities 
where these movements have been highly 
successful. There are places where shoot- 
ing is better today than it was ten or twenty 
years ago and where more arms and 
ammunition are sold. The only reason 
this is not true in all sections where there 
is land available, is that conservation and 
game raising have not been practiced with 
equal vigor in all localities. There is 


plenty of game in the older countries of 
Europe, due entirely to their methods of 
preserving it. Were it not for these 
methods, the game would have been shot 
out long ago in these thickly populated 
countries. 


So much for the facts in the situation. 
Now what can the individual hardware 
dealer do about it? Right now he can 
caution his customers against starting 
forest fires that destroy wild life. He can 
take an active interest in what the local 
sportsmen are doing in this line, and give 
them his help and support. If they aren’t 
doing anything, he can try to start some- 
thing. Approach the leading sportsmen 
on this matter and you’re pretty sure to 
find that they’re thinking about it, too. 
It may take just a little push from you to 
get a movement started that will mean 
better shooting for every one in, your part 
of the country, and better sales of arms 
and ammunition for you. 


President 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City 
Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


Telephone, Bowling Green 3392 
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The Wodack All Purpose Drill 


The new All Purpose Portable Electric 
Drill made by the Wodack Electric Tool 
Corp., 4627 West Huron Street, Chicago, 
possesses interesting features in portable 
drill design. It combines lightness with 
power and performs in an unlimited range 
of drilling requirements, says the manu- 
facturer. 

A General Electric motor of ample re- 
serve power is built in for direct or alter- 
nating current of 60 cycles or less, 110-125 
or 220-250 volts as désired. An oversize 
double pole, trigger switch in convenient 





position, insures long life. High grade 
ball and roller bearings are used, the heavy 
thrust loads being carried by Timken Rol- 
ler Bearings. Hardened gears are simply 
assembled, grease compartments are de- 
signed for long periods of operation, and 
correct ventilation is provided for by an 
oversize fan for quick cooling during idle 
running. 

Capacity—steel, 0-54 in—wood 0-2 in., 
depending on kind and depth required. 


Nesco Saftematic Heater 
Among the new devices and patents 
which National Enameling & Stamping Co., 
Milwaukee, Wis., developed during the past 


eS ney | Peet. : 





month is a heater with a control feature, 
named Saftematic, that allows the flow of 
fuel to the generator only when the gen- 
erator has been sufficiently heated for cor- 
rect operation. 











Allen Brick Sal Ammoniac 


The L. B. Allen Co., Inc., 6733 Bryn 
Mawr Avenue, Chicago, IIl., manufacturer 
of soldering supplies, has lately introduced 
Allen’s Brick Sal Ammoniac to the hard- 
ware trade. 

It is said sal ammoniac in brick form is 





less expensive in the long run and does 
better work than the old style fibrous lump. 
Allen’s bricks are six-sided, making an 
easy and convenient form for use, and for 
the kit, which also practically eliminates 
waste from crumbling or corrosion. Solder 
coppers are tinned brighter, cleaner and in 
less time on the bricks than by any other 
means, according to the manufacturer, who 
also states that safety is assured the user 
as the product will not give off heavy 
fumes injurious to the lungs. 


A Shaker for Damp Salt 


The Turner & Seymour Mig. Co., Tor- 
rington, Conn., manufacturer of Blue Line 
of kitchen tools, has introduced a new 
product that will appeal to retailers. 








This new product is a salt shaker. 
Through its patented construction the man- 
ufacturer states it will effectively shake 
damp salt. A simple demonstration will 
show that this new device also appeals be- 
cause with dry salt it will shut off auto- 
matically if directly inverted, while the 
construction is such that the salt descends 
in a fine spray—not all at one point. 

The top is chromium plated to resist tar- 
nish or discoloration, while the glass con- 
tainers are furnished in crystal, green, am- 
ber, and peach glass to harmonize with the 
other table appointments. Inside the cap 
is a small insert of special material to 
which salt will not cling, that adds to the 
shaker’s effectiveness. 

Each set of salt and pepper shakers is 
packed in an attractive individual carton. 





The Workace Electric Shaper 


A direct driven, portable electric shaper, 
operating from ordinary electric lighting 
circuit and having a no load speed of 10,- 
000 R. P. M. has been placed on the mar- 
ket by J. D. Wallace & Co., 134 S. Cali- 
fornia Avenue, Chicago, III. 

This item has a direct drive and as it is 
portable, it can be taken directly to the 
work to be done. Positive lubrication is 
assured and the steel spindle is equipped 
with two grooved shaper collars, four spac- 
ing collars and a locking nut. 

The shaper is air cooled and occupies 





comparatively little space. The table is 
mounted on a screw, on which it raises 


and lowers. It is locked securely in any po- 





sition by a hand wheel. This Workace elec- 
tric shaper weighs 42 lbs. and sits firmly 
on its own base without fastening. 

A combination guard and fence is 
plied as extra equipment. 


sup- 





Lufkin Radius Gage Set 


A radius gage set, said to be entirely dif- 
ferent from any other now available, and 
having new features extremely valuable to 
the mechanic has been brought out by the 
Lufkin Rule Co., Saginaw, Mich. 


Bey oN SP Ra» 
me PANES SiR 
BY: os & 





[t consists of 16 individual gages from 
1/32 to 17/64 in. radii, by 64ths, all con- 
tained in a handy leatherette folder. Each 
radius being an individual gage, allows the 
mechanic to select the particular radius 
being used, and have it continually before 
him. An added feature is that both ex- 
ternal and internal forms are on the same 
gage. 
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HE whole world turns to R-W for solv- 
ing intricate doorway problems. Here’s 
an example — 

Monsieur Gueritte, architect of the Cite 
Universitaire, Fondation Belge, Paris, 
France, designed a series of high-ceilinged 
rooms to be used individually or to be 
readily converted into one long spacious 
hall. Openings fifty-five feet wide, twenty 
feet. high, plus the need for elegance of ap- 
pearance and silent, easy operation, pre- 
sented an unusual problem. 


R-W Compound Key Veneered Parti- 
tion Doors withstand dampness, 
changes of temperature and continuous 
hard use. Laminated stile and rail core 
construction with heavy sawed longue 
and groove veneer, 

insures lasling 

beauly. Sold exrclu- 

sively by R-W with Brass finish in- 
FoldeR-Way Hard- visible hinge for 
ware. partition doors. 





In Parl " 
--Superb FOLDER-WAY 


Partition door installation 





/ 


R-W FoldeR-Way partition door equip- 
ment filled every requirement. Nine doors 
fold and slide to either side of each open- 
ing, quietly, smoothly, quickly and with 
a minimum of effort. A service door in the 
center of each sound-proof partition gives 
ready access from room to room. 

FoldeR-Way installations, assuring con- 
tinuous satisfactory R-W performance, are 
common all over the World. 

There is nothing like R-W equipment 
and R-W Service. Write for Catalog No. 43. 


.(0. 
“A Hanger toranys Door that Slides.” 


New York . . . AURORA, ILLINOIS, U.S.A. . Chicago 
Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha _ Seattle Detroit 
Winnipeg 





Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - 
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Proven Demand 
Assures Rapid Sales 


There is no time lost in creating a 
market for the Marshalltown Xtra- 
Lite because mechanics everywhere 
are actually asking for this new fin- 
ishing trowel. 


25% lighter—stronger—tougher 
—tready for business—with an im- 
proved balance and hang—this great 
trowel is smashing all previous 
trowel sales records. 


The Xtra Lite comes 
fitted with either Mar- 
shalltown or California 
pattern Handle packed 
in individual boxes for 
convenient handling and 
display. 





Order a stock from your jobber today— 
display them in your window and on the 
counter and watch your trowel sales and 
profits jump. If you don’t have our catalog, 
write for it. 


Marshalltown Trowel Co. 


Marshalltown, Iowa 











Coming Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
CoNVENTION, Atlantic City, N. J., Oct. 21, 22, 23, 24, 
1929. Hotel headquarters, Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Ave., New 
York City. 

ILtInoIs Rerart HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, Feb. 11, 
12, 13, 1930. Paul M. Mulliken, managing director, 
Elgin. 

MICHIGAN RetTariL HARDWARE ASSOCIATION CONVEN- 
TION AND ExursiTion, Grand Rapids, Feb. 18, 19, 20, 
21, 1930. Headquarters, Hotel Pantlind. Exhibition 
will be held at the Klingman Exhibition Building. A. J. 
Scott, secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 


| VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 


H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

Missourt Retait HARDWARE ASSOCIATION CONVEN- 
TION AND ExHIBITION, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

NaTIONAL HARDWARE ASSOCIATION OF THE UNITED 
STATES CoNVENTION, Atlantic City, N. J., Oct. 21, 22, 
23, 24, 1929. Hotel headquarters, Marlborough-Blen- 
heim. George A. Fernley, secretary-treasurer, 505 Arch 
St., Philadelphia, Pa. 

NaTtIoNAL RetatL HarpWARE ASSOCIATION COoN- 
Gress, St. Louis, Mo., June, 1930. Herbert P. Sheets, 
Managing Director, 130 E. Washington St., Indian- 
apolis, Ind. 

Tuirp ANNUAL NaTionaL House FurNISHING Ex- 
HiBit, Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, 
Palmer House. Warren Edwards, secretary, 105 West 
Adams St., Chicago, IIl. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE 
New EncLtanp HarpwareE DEALERS ASSOCIATION, Me- 
chanics Building, Boston, Mass., Feb. 20, 21, 22, 1930. 
Headquarters, Hotel Statler. George A. Fiel, secretary, 
80 Federal St. 9, Boston, Mass. 

North Dakota Retatt Harpware ASSOCIATION 
CONVENTION AND Exuisition, Feb. 11, 12, 13, 1930. 
Place of meeting to be decided later. Charles N. Barnes, 


| secretary, Grand Forks. 


Ouro HARDWARE ASSOCIATION CONVENTION AND 


— 


| Exureition, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. 





James B. Carson, secretary, 315 Mutual Home Build- 
ing, Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociaTION, INc., CONVENTION AND EXHIBITION, At- 
lantic City Auditorium, Atlantic City, N. J., Feb. 11, 12, 
13, 14, 1930. Sharon E. Jones, secretary, 610 Wesley 
Building, Philadelphia. 

SoutH Dakota Retait HarpWARE ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis, 
Minn. 

West VIRGINIA HARDWARE ASSOCIATION CONVEN- 
TION AND Exurpition, Huntington, W. Va., Jan. 21, 
22, 23, 1930. James B. Carson, secretary, 315 Mutual 
Home Building, Dayton, Ohio. 
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The Best is none too good 
SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 





Trade Mark 
Beware of Imitations 


Manufactured by 
8. A. Berg Manufacturing Co., Ltd. 
Eskilstuna, Sweden 


SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, er write 


SCANDINAVIAN 


WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 


600 E. He In Ave. 304 Rail Exehange Bidg. Ceristine Bi 
Minseapelis. Minn. Seattle, Ww. Mentreal, S 




















» Here is the Lantern / 
; that is 
Out-Selling 


“ all others 
No. 201/7’’: Burn- 


ing time, 44 hours. \ in 


Height, 15% in. j ! : 
EUROPE! £ 

















Weight, with = 
chimney, 2.94 lbs.; 
without chimney, 


2.27 lbs. Tinned. 






























E famous Feuerhand 
(Firehand) Lantern— 
known all over Europe as 
the best hurricane lantern 
ever made—is destined to be. 
the fastest-selling lantern in 
America. Customers quick- 
ly recognize the superior 
Feuerhand features. Feuerhand 
Lanterns have a thicker tie coating 
than anv other make—are warrant- 
ed rust-proof. Storm-proof and 
shock-proof. One-piece oil con- 
tainer—guaranteed not toleak. Let 
Feuerhand—the finest 
and fastest-selling lan- 
tern on the market— 
increase your lantern 
profits. Write today 
for information about 
complete line of styles 
and sizes. A. H. Leh- 
mann & Co., Inc., 132 
Front Street, New York 


No. 260/10”: Burning 
time, 20 hours. Height, 
13.4in. Weight, with 
chimney 2.64 lbs.; with- 
out chimney, 2 lbs. Tin- 
ned, gold- and copper- 
bronze finish. Extra large 
filling cap. 


Hani 


FEVERHAND 


Manufactured by Hermann Nier, Beierfeld, Germany 









| is always harvest time 
for A-P dealers. Stock 
A-P hanger hardware and 


you sow the seeds that 


produce customer satis- 
faction and harvest 
dealer profits. Catalog 97 


is yours for the asking. 


ALLITH-PROUTY COMPANY 
Danville, Illinois 


Manufacturers of 
Garage Door Hardware Fire Door Hardware 
Rolling Ladders Overhead Carriers 
Spring Hinges Door Hangers 
Airport Door Hardware Malleable Iron Washers 
Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Manufacturers of the finest line of Airport and 
Garage Door Hardware 
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“Mind My Words—Today 
I’m Buying a Farrand Rule” 


The FARRAND RAPID RULE 


is no bundle of flimsy sticks—yet it is more 
rigid than a wooden rule. It is not a limp 
tape,—yet it measures around curves with 
equal fagility. 

Thofisan@s of carpenters and mechanics all 
over the world are buying 


THE MODERN TOOL FOR MODERN 
CRAFTSMEN 


which coils in a small holder of vest-pocket size. 
Are you prepared to demonstrate this rule to your 
customers? 
Distributed through Wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 














Lead HeadNails 


A New and Better Way 
of Lead-Heading Nails 


Lead is not cast onto the nails, but is 
firmly cold-pressed in dies by power presses 
which completely envelop top, bottom and 
circumference of nail-head with pure lead. 
A pressure of two tons compresses lead onto 
heads to stay. 

50% to 60% More Nails to the Keg 
At No Greater Cost 


For instance, the 134 size runs 9,000 to the keg as compared 
with 5,600 to 5,800 of the cast-head type; about 1,000 more Dick- 
son nails in two kegs than in 3 kegs of cast-head nails. Cannot be 
overdriven; compact, easily handled, make a better seal and a 
much neater job. 

50% less cost, 50% less freight, 

50% less storage, and pocket room. 
‘Furnished in No. 10 gauge, bright or 
galvanized 14%, 134, 2 and 2% in. 
lengths. 

Specify “Dickson Compressed Lead- 
Head Nails” on all orders to Jobbers. 
If your Jobber has not yet put in the 
line, write us for names of nearby Job- 
bers who can supply you. 

Ask us for circulars 
and samples of nails. 


DICKSON 
Weatherproof Nail Co. . 
1013. Church St. 


Evanston. III. ' 













oRESSED 















Advertising Based on Buying Habits 


(Continued from page 27) 


over to the people who know your store well. There are 
few strangers in cities of similar size. 


Buying Activity High in the Fall 


Buying activity increases naturally in the fall. Sep- 
tember sales for one store or all, in a town, raise a few 
per cent whether or not the store uses newspaper adver- 
tising. If advertising is used and scheduled to hit the 
high spots as outlined above, by days or weeks, volume 
is sure to be several per cent over normal. 

Your own records are best to follow. Check up on 
September sales last year and time your ads to coincide 
with the best days of each week. The same for October 
and so on. 


Sales Possibilities of Running 
Water Systems 


(Continued from page 30) 


motor or by engine drive. As to principle of design, 
the reciprocating type pump is by far the best known 
and justly so, because it has been longest on the market. 
But there is‘a tendency toward another type of system 
which for many reasons the dealer is interested in. We 
refer to the type of unit such as is illustrated here. This 
principle of operation is a development of recent years, 
but in the past decade a great many thousands of these 
systems have been installed in homes throughout the 
country, and are giving entire satisfaction. 

One point which a great many dealers bring up in 
connection with selling water systems is installation and 
servicing costs. This was true up until a year or two 
ago, but there is no excuse for it now. The type of 
unit illustrated here, is available to the home owner 
through the dealer, at such a low cost that there is no 
reason why practically every home should not have run- 
ning water available. The simplicity of design and con- 
struction—there being only two moving parts, gears, 
and no valves, belts, valve lgathers, pulleys, etc.,—pro- 
vides low up-keep cost and long life. The servicing by 
the dealer is practically eliminated as, after a long time, 
if the pump should need repairing, an entirely new pump 
head costing only a few dollars and making a brand new 
pump, can be installed. 

What we mean is that installation and servicing should 
not be terms to scare the dealer away from this field, 
but that the dealer should simply choose a water system 
to sell which will give real service to the customer— 
and can be sold at low cost, and which will not cause 
him a lot of grief. 

Also there is an established belief among home owners, 
that the installation of a water system is an expensive 
proposition, that is the purchase price of the system. 
This was true up until a year or two ago, when a com- 
plete water system could not be purchased for less than 
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one hundred dollars, but it is not true today. Nowadays, | 


since the advent of the spiral gear rotary pump into 
the water supply system field, the cost of installation to 
the consumer has been gradually lowered, due to the 
simplicity and compactness in design, over the old 
reciprocating type, that practically every home can now 
afford running water. It is just a trend in the times 
which is likened to the typewriter of today and the quill 
pen of yesterday, or we might say the airplane of today, 
displacing the automobile of yesterday. 

The sale of shallow well water systems by the dealer, 
can be classified in three groups to meet varying condi- 
tions, as follows: 

(1) Systems having small storage capacity, for use 
in small homes, summer cottages, etc., where the daily 
water requirements are not large ; 

(2) Systems having large storage capacity for use in 
large homes, country estates, farm homes, etc., where the 
daily water supply requirement necessitates a larger 
storage tank; 

(3) Pump only, without tank, for replacement sales 
in connecting up in homes where a family already has a 
tank but a new pump head is desired. 

Methods which have proved their worth in letting 
prospects know of the comforts and conveniences that 
running water will bring and of the low cost at which 
a system can be secured, are newspaper advertising and 
direct mail letters. Demonstration trucks, have proved 
their worth by permitting dealers to take the units direct- 
ly to their prospects, thereby bringing out points of sim- 
plicity, quietness of operation and ease of installation 
which could not be brought out advantageously in any 
other manner. 

Water system dealers can get testimonials from satis- 
fied owners such as the one from a farm wife whose 
words were to the effect that she and hubby would rather 
let anything else on the place go, before they would part 
with their water system. 

Running water probably can give more conveniences 
and comforts to homes without it, than any other equip- 
ment, for the cost involved, and a dealer is not only 
making a profit when he installs a water system in a 
home, but is rendering a service which cannot help but 
produce a feeling of good will toward him. When a 
system is satisfactorily installed and gives excellent ser- 
vice, “word-of-mouth” advertising generally follows and 
this means much toward producing future sales for the 
dealer. 


Burglar Tools for Rent—Something New in 
Advertising 


Tired of having his place robbed of chisels and hammers, 
Al McLeod, Butte blacksmith, posted a prominent - sign, 
“Burglar Tools for Rent,” in his shop, hoping that prospective 
burglars will be thoughtful enough to pay him a small fee for 
the use of his tools in the future, says the Richmond Hill 
(N. Y.) Record. 

McLeod’s shop has been broken into numerous times. Ham- 
mers and cold chisels were the only articles taken. On one 
occasion the thieves returned the stolen articles the night after 
they gained access to his shop, but other prospective burglars 
were not so thoughtful. 

The “Burglar Tools for Rent” sign will be illuminated at night. 
































Zs Wherever Wrought 
Strap and Tee Hinges 
or Hasps are required, 
these GRIFFIN products 
offer the utmost... in 
sturdy, practical qual- 
ity and service. 





E RIE, PENN SYLVANIA 
“ Branch Offices__ 


New York, 45 Warren St. 





Batterymarch 
San Frencisce, 703 Market St. 
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Philadelphia Then Came the M. O. B.S. 


LAWN MOWERS 


¢ 
sata line of motor, 
horse-drawn and hand mow- 
ers manufactured and guaran- 


@ 
teed by the world’s largest maker 


- of high-grade lawn mowers. ‘ 
Write for catalogue 


and price list. 













Philadelphia Lawn Mower Company, Inc. 


4250 WISSAHICKON AVENUE, PHILADELPHIA, PA. 





Forged steel points— 
fine adjustment— 
positive lock — 
Starrett quality— 
that’s what they 
want. 


Starrett 
No. 92 
Dividers 





€€ | eA 99 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
_ FORT WAYNE, IND. 


MODERNIZE! 


Make your store pay undreamed of profits as 
did Prince of Bloomington, Indiana, who says, 
“Our sales have been so far beyond our expecta- 
tions that we give the store layout and fixtures 
full credit.’ Let us show you how. No obliga- 
tion, Clip this ad to your letterhead and mail 
TODAY, or ask for Catalog 73-A. 


it ~ 
‘ <=> 


AA OF HELLER & CO, 


MONTPELIER,OHIO N.Y. Office 20 Vesey St. - 500 


gz 
+ 








| 








(Continued from page 23) 


practically only in demand cases. By this he means 
that goods for which people make special trips to the 
hardware store, are demand items, strictly staple and 
bought because of definite necessity. There were many 
examples in the tool stock which upset the early calcula- 
Two inch butt chisel for example had been on 
for two years, showing an untouched 
dozen in that time. They had been hidden in boxes out 
of sight because they were considered “demand” items. 
Since displaying them, the original dozen were sold the 
first two weeks and a steady sale has been enjoyed ever 
since. 

There are many other examples in this same study but 
we believe this classification will be governed by local 
conditions. We suggest studying your stock, sales and 
purchases rather than attempting to seek any stock and 
display formula. It appears to be an individual problem. 

The main floor of the Blish store is 91 feet long and 41 
feet wide with two single doors dividing the frontage 
into three display windows. All warehousing is done in 
the basement or at the warehouse around the corner. 
The main floor is devoted entirely to displays for selling, 
and in this last statement you really have the key to the 
entire situation. The old store was mostly warehouse, as 
are so many stores even in this enlightened age. 

The first day the new store opened a man seeking a 


tions. 
the inventory 


| certain tool purchased $12 worth of tools from three 


panels. After making his purchase, he told the sales- 
man, he would have only bought the one item, had it not 
been for the way the related tools were shown. 

The new store has permitted the addition of certain 
lines requiring a fair amount of display space. Fire- 
place hardware for example was put in stock and on 
display. In nine weeks the entire initial shipment was 
sold and sales since that time have been very steady. 

Friends warned Earl that his new store would be too 
“nice” for selling hardware, and that men, particularly 
contractors and mechanics would “shy away” and go 
elsewhere. The actual result has been to the contrary. 
The “niceness” has not kept them away, and the con- 
venience of open displays has saved their time and 
prompted them to buy more goods. 

Cash sales have more than doubled both in volume and 
proportion and requests for needless delivery service 
have been reduced. You can easily realize what these 
two factors mean for the profit column. 

The basement stock is arranged, as closely as possible, 
in the same departmental scheme as the display stock, so 
that the basement stock man can substitute on the sales 
floor and in his absence salesmen can be handy in taking 
care of stock replacement. The replacement stock in any 
line, is in practically the same floor location in the base- 
ment as on display on the main floor. In other words 
tools are stocked directly underneath the tool display 
cases, efc. 

All tables are covered at night and cleaned by hand 
each day. The business of F. T. Blish Hardware Co. 
was founded 32 years ago. Average annual sales, in 
recent years are approximately $150,000 and should show 
increases for 1929 and succeeding years, judging by 
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progress since the new store was opened. Albert Mc- 
Lachlan is president of the company and Mr. Seaman is 
treasurer and manager. The town of South Manchester, 
has a population of 25,000 and draws trade for an esti- 
mated 15 mile radius. It is in a good farm country with 


dairying, tobacco raising and fruit growing the promi- | 


nent agricultural pursuits. Silk manufacturing is the 
principal industry of the town. 

An important feature of the Blish business is a tre- 
mendous sale of all kinds of seeds and implements. Each 
year an annual catalog is published by this firm in the 
interest of these lines. All implements and all seed con- 
tainers bear the firm imprint for advertising purposes. 

It is estimated that the variety of lines carried has 
been increased about 30 per cent and that about 50 per 
cent of all the lines now handled were added when the 
new store was established. The lines which were elimi- 
nated were carefully chosen, based on sales records and 
an analysis of their use in present day living and work- 
ing condition. 

Before giving his O. K. on store plans Mr. Seaman 
visited some of the outstanding modern hardware stores 
of the country and referred extensively to his elaborate 
set of clippings of stories on such installations. The 
latter were taken very largely from Harpware AGE, as 
were the clippings on window displays, of which he has 
a large collection. 


Economic Value of Model Retail Store 


ESULTS from arranging model retail stores have 
unmistakably shown their economic value. Business 
is greater and profits larger. New consumers have been 
obtained. Perhaps one of the best talking points for 
such stores is found in a few complaints heard now and 
then by those who have established such stores, curious 
as that seems. These complaints have been that busi- 
ness apparently had fallen off and there was much less 
work for clerks in the stores, a general letting down of 
activity. The answer was found when some of those 
complaining were asked to turn to their books and look 
up the facts. They found that actually they had in- 
creased profits! The decrease in work of clerks was 
found to be due to the arrangement of the model stores. 
Consumers were enabled to pick out without general 
shopping what they wanted because everything was in 
plain sight and readily accessible. The lessened activity 
was only apparent. There has been greater activity, but 
it was more orderly, sales were made more quickly and 
readily. And some dealers have reported that they have 
found it possible to reduce the clerical force, while at 
the same time increasing their sales and net income. 


Postal Receipts for July Show Increase 

Total postal receipts at 50 industrial cities throughout the coun- 
try for July, 1929, showed an increase of 7.88 per cent over those 
for the corresponding month of 1928, according to figures an- 
nounced by the Post Office Department. This, however, it was 
pointed out, is not a true comparison, for the reason that there 
were 26 business days in July this year as against 25 in July 
a year ago. On the basis of 25 business days in July. 1929, the 
increase was 3.73 per cent. The total for July, 1929, amounted 
to $3,189,088.10, while for the corresponding period last year 
they were but $2,959,041.01, an increase of $233,047.09. The five 
leading cities with their percentages of increases were: Boise, 
Idaho, 39.82; Springfield, Ohio, 34.71; Trenton, N. J., 25.47; 
Albany, N. Y., 17.38; Bridgeport, Conn., 16.50. 














Light 


Electric duty type Elevator, Kimball 


builds to suit your requirements. 


Freight A corps of able engineers work 


out your specifications and fit 


Elevators the elevator to your require- 


Whether it be a light or heavy 


ments. 


Kimball elevators are economical 
in initial cost and in cost of op- 
eration. Write for literature on 
the type of elevator machinery 
you are interested in. 


KIMBALL BROS. 
COMPANY 


Builders of Elevators for 46 Years 
1117-41 South Ninth Street 
Council Bluffs, lowa 





































































































—better Ventilators that mean 
Better Business! 


HE surest way to judge the 

merits of a line is by its sales. 
Consider the demand for ventilators. 
Where there is a window there is a 
prospect, whether it’s in a home, office, 
store or factory. 


V-W is a better ventilator because only 


V-W has the patented ‘“R’’-shaped 
louvers that stop dirt, rain, snow and 
drafts. 


Get your share of the big profits! 
Write today for information! 


THE V VENTILATOR CO. 
ad 


2892 A. I. U. Building 
Columbus, Ohio 
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Attractive Dealer Franchises Are 
Open in Many Territories 


We have purchased all of the patterns, trade 
marks, copyrights, assets and goodwill of the 
Monitor Furnace Company of Cincinnati, Ohio, 
and will continue the manufacture of MONITOR 


Furnaces both in the pipe and pipeless styles. An 
opportunity now presents itself for Dealers to se- 
cure attractive franchises in many territories. 


Repair orders for all late models, also all obsolete 
models of MONITOR and CALORIC Furnaces 
can be furnished. We are in possession of all 
original master and working patterns and are the 
only company authorized by the courts to furnish 
these parts. Castings made from ‘the original 
patterns are the only kind that assure aperfect 
fit. 


Send all repair orders to 


MARSHALL FURNACE CO. 
MARSHALL, MICH. 











Sell Them 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, ete. Try it. 

Forstner Bits are the only bits that are not dependent on a center or « 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross graine¢ wood, 
leaving a smooth hole and clean. polished surface. 


Let us send you catalogues. Order through your jobber or direct 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 

For example, on pages 7 to 79 it indicates by the key num- 
bers 2 and 36 which hardware wholesalers handle “auto 
accessories and supplies’’ and ‘‘mechanics’ and carpenters’ 
tools,” respectively. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 
CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 








There is yet to be 
produced a better 
and more economi- 
cal wire netting 
than Hexagonal 
Mesh _ providing 
the netting unrolls 
straight and flat. 


Try out a bale of 
Superior Brand 
Netting and prove 
to yourself its 
right to its trade 
name, Superior. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 























“Mind My Words—T oday 
I’m Buying a Farrand Rule” 


The FARRAND RAPID RULE 


is no bundle of flimsy sticks—yet it is more 
rigid than a wooden rule. It is not a limp 
tape,—yet it measures around curves with 
equal facility. 

Thousands of carpenters and mechanics all 
over the world are buying 


THE MODERN TOOL FOR MODERN 
CRAFTSMEN 


which coils in a small holder of vest-pocket size. 
Are you prepared to demonstrate this rule to your 
* customers? 
Distributed through Wholesalers 
Manufactured by 


-HIRAM A. FARRAND, Inc., Berlin, N. H. 
Compressed Wa 


& LOMPRES Se, 
Lead Head Nails 


A New and Better Way 
of Lead-Heading Nails 


Lead is not cast onto the nails, but is 
firmly cold-pressed in dies by power presses 
which completely envelop top, bottom and 
circumference of nail-head with pure lead. 
A pressure of two tons compresses lead onto 
heads to stay. 

50% to 60% More Nails to the Keg 

At No Greater Cost 


For instance, the 134 size runs 9,000 to the keg as compared 
with 5,600 to 5,800 of the cast-head type; about 1,000 more Dick- 
son nails in two kegs than in 3 kegs of ecast-head nails. Cannot be 
overdriven; compact, easily handled, make a better seal and a 
much neater job. 


50% less cost, 50% less freight, 
50% less storage, and pocket room. 

































presses Furnished in No. 10 gauge, bright or 
ny galvanized 11%, 1%, 2 and 2% in. 

¢ lengths. 
Specify “Dickson Compressed Lead- 


Head Nails” on all orders to Jobbers. 
If your Jobber has not yet put in the 
line, write us for names of nearby Job- 
bers who can supply you. 


Ask us for circulars 
and samples of nails. 


DICKSON 
Weatherproof Nail Co. 
1013 Church St. 


Evanston, III. 
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| Advertising Based on Buying Habits 


(Continued from page 27) 


over to the people who know your store well. There are 
few strangers in cities of similar size. 


Buying Activity High in the Fall 


Buying activity increases naturally in the fall. Sep- 
tember sales for one store or all, in a town, raise a few 
per cent whether or not the store uses newspaper adver- 
tising. If advertising is used and scheduled to hit the 
high spots as outlined above, by days or weeks, volume 
is sure to be several per cent over normal. 

Your own records are best to follow. Check up on 
September sales last year and time your ads to coincide 
with the best days of each week. The same for October 
and so on. 


Sales Possibilities of Running 
Water Systems 


(Continued from page 30) 


motor or by engine drive. As to principle of design, 
the reciprocating type pump is by far the best known 
and justly so, because it has been longest on the market. 
But there is a tendency toward another type of system 
which for many reasons the dealer is interested in. We 
refer to the type of unit such as is illustrated here. This 
principle of operation is a development of recent years, 
but in the past decade a great many thousands of these 
systems have been installed in homes throughout the 
country, and are giving entire satisfaction. 

One point which a great many dealers bring up in 
connection with selling water systems is installation and 
servicing costs. This was true up.until a year or two 
ago, but there is no excuse for it now. The type of 
unit illustrated here; is available to the home owner 
through the dealer, at such a low cost that there is no 
reason why practically every home should not have run- 
ning water available. The simplicity of design and con- 
struction—there being only two moving parts, gears, 
and no valves, belts, valve leathers, pulleys, etc.,—pro- 
vides low up-keep cost and long life. The servicing by 
the dealer is practically eliminated as, after a long time, 
if the pump should need repairing, an entirely new pump 
head costing only a few dollars and making a brand new 
pump, can be installed. 

What we mean is that installation and servicing should 
not be terms to scare the dealer away from this field, 
but that the dealer should simply choose a water system 
to sell which will give real service to the customer— 
and can be sold at low cost, and which will not cause 
him a lot of grief. 

Also there is an established belief among home owners, 
that the installation of a water system is an expensive 
proposition, that is the purchase price of the system. 
This was true up until a year or two ago, when a com- 
plete water system could not be purchased for less than 
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one hundred dollars, but it is not true today. Nowadays 
since the advent of the spiral gear rotary 
the water supply system field, the cost of installation to 
the consumer has been gradually to the 
simplicity and in design, the old 
reciprocating type, that practically every home can now 
afford running water. It is just a trend in the times 
which is likened to the typewriter of today and the quill 
pen of yesterday, or we might say the airplane of today, 
displacing the automobile of yesterday. 

The sale of shallow well water systems by the dealer, 
can be classified in three groups to meet varying condi- 
tions, as follows: 

(1) Systems having small storage capacity, for use 
in small homes, summer cottages, etc., where the daily 
water requirements are not large ; 

(2) Systems having large storage capacity for use in 
large homes, country estates, farm homes, etc., where the 
daily water supply requirement necessitates a larger 
storage tank ; 

(3) Pump only, without tank, for replacement sales 
in connecting up in homes where a family already has a 
tank but a new pump head is desired. 

Methods which have proved their worth in letting 
prospects know of the comforts and conveniences that 
running water will bring and of the low cost at which 
a system can be secured, are newspaper advertising and 
direct mail letters. Demonstration trucks, have proved 
their worth by permitting dealers to take the units direct- 
ly to their prospects, thereby bringing out points of sim- 
plicity, quietness of operation and ease of installation 
which could not be brought out advantageously in any 
other manner. . 

Water system dealers can get testimonials from satis- 
fied owners such as the one from a farm wife whose 
words were to the effect that she and hubby would rather 
let anything else on the place go, before they would part 
with their water system. 

Running water probably can give more conveniences 
and comforts to homes without it, than any other equip- 
ment, for the cost involved, and a dealer is not only 
making a profit when he installs a water system in a 
home, but is rendering a service which cannot help but 
produce a feeling of good will toward him. When a 
system is satisfactorily installed and gives excellent ser- 
vice, “word-of-mouth” advertising generally follows and 
this means much toward producing future sales for the 
dealer. 


pump mito 


lowered, clue 


compactness over 


Burglar Tools for Rent—Something New in 
Advertising 


Tired of having his place robbed of chisels and hammers, 
Al McLeod, Butte blacksmith, posted a prominent sign, 
“Burglar Tools for Rent,” in his shop, hoping that prospective 
burglars will be thoughtful enough to pay him a small fee for 
the use of his tools in the future, says the Richmond Hill 
(N. Y.) Record. 

McLeod’s shop has been broken into numerous times. Ham- 
mers and cold chisels were the only articles taken. On one 
occasion the thieves returned the stolen articles the night after 
they gained access to his shop, but other prospective burglars 
were not so thoughtful. 

The “Burglar Tools for Rent” sign will be illuminated at night. 

















Z Wherever Wrought 
Strap and Tee Hinges 
or Hasps.are required, 
these GRIFFIN products 
offer the utmost... in 
sturdy, practical qual- 
ity and service. 








ERIE, PENNSYLVANIA 
yanch Offices. 


New York, 45 Warren St. 
Chicago, 555 W. Randolph 
Boston, 76 Batterymarch 

San Francisco, 703 Market St. 


- 


















HARDWARE. “AG E for 


AUGUST 29, 1929 





Philadelphia 


LAWN MOWERS 


en 
COMPLETE line of motor, 
horse-drawn and hand mow- 
ers manufactured and guaran- 


& 
teed by the world’s largestmaker 


m of high-grade lawn mowers. 
Write for catalogue 


and price list. 


















Philadelphia Lawn Mower Company, Inc. 


4250 WISSAHICKON AVENUE, PHILADELPHIA, PA. 





Forged steel points— 
fine adjustment— 
positive lock — 
Starrett quality— 
that’s what they 





WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 


MODERNIZE! 


Make your store pay undreamed of profits as 
did Prince of Bloomington, Indiana, who says, 
“Our sales have been so far beyond our expecta- 
tions that we give the store layout and fixtures 
full credit.'’ Let us show you how. No obliga- 
tion, Clip this ad to your letterhead and mail 
TODAY, or ask for Catalog 73-A. 


44 


W.C. HELLER € €0. 


MONTPELIER,OHIO N.Y. Office 20 Vesey St.~ 500 











Then Came the M. O. B.S. 


(Continued from page 23) 


practically only in demand cases. By this he means 
that goods for which people make special trips to the 
hardware store, are demand items, strictly staple and 
bought because of definite necessity. There were many 
examples in the tool stock which upset the early calcula- 
Two inch butt chisel for example had been on 
for two years, showing an_ untouched 
dozen in that time. They had been hidden in boxes out 
of sight because they were considered “demand”’ items. 
Since displaying them, the original dozen were sold the 
first two weeks and a steady sale has been enjoyed ever 
since. 

There are many other examples in this same study but 
we believe this classification will be governed by local 
conditions. We suggest studying your stock, sales and 
purchases rather than attempting to seek any stock and 
display formula. It appears to be an individual problem. 

The main floor of the Blish store is 91 feet long and 41 
feet wide with two single doors dividing the frontage 
into three display windows. All warehousing is done in 
the basement or at the warehouse around the corner. 
The main floor is devoted entirely to displays for selling, 
and in this last statement you really have the key to the 
entire situation. The old store was mostly warehouse, as 
are so many stores even in this enlightened age. 

The first day the new store opened a man seeking a 
certain tool purchased $12 worth of tools from three 
panels. After making his purchase, he told the sales- 
man, he would have only bought the one item, had it not 
been for the way the related tools were shown. 

The new store has permitted the addition of certain 
lines requiring a fair amount of display space. Fire- 
place hardware for example was put in stock and on 
display. In nine weeks the entire initial shipment was 
sold and sales since that time have been very steady. 

Friends warned Earl that his new store would be too 
“nice” for selling hardware, and that men, particularly 
contractors and mechanics would “shy away” and go 
elsewhere. The actual result has been to the contrary. 
The “niceness” has not kept them away, and the con- 
venience of open displays has saved their time and 
prompted them to buy more goods. 

Cash sales have more than doubled both in volume and 
proportion and requests for needless delivery service 
have been reduced. You can easily realize what these 
two factors mean for the profit column. 

The basement stock is arranged, as closely as possible, 
in the same departmental scheme as the display stock, so 
that the basement stock man can substitute on the sales 
floor and in his absence salesmen can be handy in taking 
care of stock replacement. The replacement stock in any 
line, is in practically the same floor location in the base- 
ment as on display on the main floor. In other words 
tools are stocked directly underneath the tool display 
cases, etc. 

All tables are covered at night and cleaned by hand 
each day. The business of F. T. Blish Hardware Co. 
was founded 32 years ago. Average annual sales, in 
recent years are approximately $150,000 and should show 
increases for 1929 and succeeding years, judging by 


tions. 
the inventory 
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progress since the new store was opened. Albert Mc- 
Lachlan is president of the company and Mr. Seaman is 


treasurer and manager. The town of South Manchester, | 


has a population of 25,000 and draws trade for an esti- 
mated 15 mile radius. It is in a good farm country with 
dairying, tobacco raising and fruit growing the promi- 
nent agricultural pursuits. Silk manufacturing is the 
principal industry of the town. 

An important feature of the Blish business is a tre- 
mendous sale of all kinds of seeds and implements. Each 
year an annual catalog is published by this firm in the 
interest of these lines. All implements and all seed con- 
tainers bear the firm imprint for advertising purposes. 

It is estimated that the variety of lines carried has 
been increased about 30 per cent and that about 50 per 
cent of all the lines now handled were added when the 
new store was established. The lines which were elimi- 
nated were carefully chosen, based on sales records and 
an analysis of their use in present day living and work- 
ing condition. 

Before giving his O. K. on store plans Mr. Seaman 
visited some of the outstanding modern hardware stores 
of the country and referred extensively to his elaborate 
set of clippings of stories on such installations. The 
latter were taken very largely from HarpwareE AGE, as 
were the clippings on window displays, of which he has 
a large collection. 


Economic Value of Model Retail Store 


ESULTS from arranging model retail stores have 
unmistakably shown their economic value. Business 
is greater and profits larger. New consumers have been 
obtained. Perhaps one of the best talking points for 
such stores is found in a few complaints heard now and 
then by those who have established such stores, curious 
as that seems. These complaints have been that busi- 
ness apparently had fallen off and there was much less 
work for clerks in the stores, a general letting down of 
activity. The answer was found when some of those 
complaining were asked to turn to their books and look 
up the facts. They found that actually they had in- 
creased profits! The decrease in work of clerks was 
found to be due to the arrangement of the model stores. 
Consumers were enabled to pick out without general 
shopping what they wanted because everything was in 
plain sight and readily accessible. The lessened activity 
was only apparent. There has been greater activity, but 
it was more orderly, sales were made more quickly and 
readily. And some dealers have reported that they have 
found it possible to reduce the clerical force, while at 
the same time increasing their sales and net income. 


Postal Receipts for July Show Increase 

Total postal receipts at 50 industrial cities throughout the coun- 
try for July, 1929, showed an increase of 7.88 per cent over those 
for the corresponding month of 1928, according to figures an- 
nounced by the Post Office Department. This, however, it was 
pointed out, is not a true comparison, for the reason that there 
were 26 business days in July this year as against 25 in July 
a year ago. On the basis of 25 business days in July, 1929, the 
increase was 3.73 per cent. The total for July, 1929, amounted 
to $3,189,088.10, while for the corresponding period last year 
they were but $2,959,041.01, an increase of $233,047.09. The five 
leading cities with their percentages of increases were: Boise, 
Idaho, 39.82; Springfield, Ohio, 34.71; Trenton, N. J., 25.47; 
Albany, N. Y., 17.38; Bridgeport, Conn., 16.50. 
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2 
Light | 
. Whether it be a light or heavy 
Electric duty type Elevator, Kimball 


builds to suit your requirements. 


Freight A corps of able engineers work 


out your specifications and fit 


Elevators the elevator to your require- 


ments. 








Kimball elevators are economical 
in initial cost and in cost of op- 
eration. Write for literature on 
the type of elevator machinery 
you are interested in. 


KIMBALL BROS. 
COMPANY 


Builders of Elevators for 46 Years 
1117-41 South Ninth Street 
Council Bluffs, lowa 





































































































—better Ventilators: that mean 
Better Business! 


HE surest way to judge the 

merits of a line is by its sales. 
Consider the demand for ventilators. 
Where there is a window there is a 
prospect, whether it’s in a home, office, 
store or factory. 


V-W is a better ventilator because only 


V-W has the patented ‘“R’’-shaped 
louvers that stop dirt, rain, snow and 
drafts. 


Get your share of the big profits! 
Write today for information! 


THE V VENTILATOR CO. 
@ 


2892 A. I. U. Building 
Columbus, Ohio 
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Attractive Dealer Franchises Are 
Open in Many Territories 


We have purchased all of the patterns, trade 
marks, copyrights, assets and goodwill of the 
Monitor Furnace Company of Cincinnati, Ohio, 
and will continue the manufacture of MONITOR 
and 





7.4 I 


Furnaces both in the pipe and pipeless styles. An 
opportunity now presents itself for Dealers to se- 
cure attractive franchises in many territories. 





Repair orders for all late models, also all obsolete 
models of MONITOR and CALORIC Furnaces 
can be furnished. We are in possession of all 
original master and working patterns and are the 
only company authorized by the courts to furnish 
these parts. Castings made from the original 
patterns are the only kind that assure a perfect 
fit. 


Send all repair orders to 


MARSHALL FURNACE CO. 
MARSHALL, MICH. 











Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





It isn’t hard. Every mechanic needs the entire . in his work, and it 
resolves itself to a question of selling him once or enteen 
out the value of the case, its use _ keeping the bite. i order and near et 
hand, preventing loss, ete. Try 

Forstner Bits are the only bits ah are not dependent on a center or « 
level to guide them. They cut from the outer rim. The entire surface is 
~J work all the time, no jagged ends; yf var of the work is smooth L, 

They bore their way through ha d, knotty, cross graine¢ wood. 

Goring a smooth hole and clean. polished omiane. 

Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN,, U. S. A. 

















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 
For example, on pages 7 to 79 it indicates by the key num- 
bers 2 and 36 which hardware wholesalers handle ‘auto 
accessories and supplies’’ and “‘mechanics’ and carpenters’ 
tools,”” respectively. 
Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mention 
CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St New York, N. Y. 
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There is yet to be 
produced a better 
and more economi- 
cal wire netting 
than Hexagonal 
Mesh _ providing 
the netting unrolls 
straight and flat. 


Try out a bale of 
Superior Brand 
Netting and prove 
to yourself its 
right to its trade 
name, Superior. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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The ONLY METAL 


The only metal suitable for High Grade Bath 
Room Fixtures is Solid Brass. Brass never 
rusts or corrodes. 


No. 3517 






























Brass can also be heavily plated and has great 
strength and durability. 


All rxcco Bath Room Fixtures are made of 
Solid Brass. The extra heavy nickel plated 
finish does full justice to the everlasting mate- 
rial beneath the surface. 





Your customers get full value and complete 
satisfaction from these splendid fixtures. 


We also manufacture Furniture Trimmings, 
Upholsterers’ Nails, Eyelets, Grommets and 
Washers. 


AMERICAN RING COMPANY 


Waterbury Connecticut I NGC 
Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 


San Francisco—116 New Montgomery St. , 
Chicago—29 E. Madison St. Bath Room Fixtures 








BRASS 
RETAINER 






Pump value to your customer is 
pump performance. Pump value 
to you is pump profit. Deduct 
either element and neither your 
customer nor yourself will be satis- 
fied with the transaction. 


















For over fifty years we have been building pump value into Myers Pumps. Value that 
has become incomparable in the pump world. Value that calls for over three Myers Pumps 
every minute during manufacturing hours to supply the demand. 


In value such as this, water users by tens of thousands have found complete satisfaction, 
and dealers everywhere have profited accordingly. If you sell pumps this greater value holds 
many possibilities for you. Write or wire. 


> THE FLE.MYERS & BRO.€°. 
ASHLAND, OHIO. 
ASHLAND PUMP AND HAY TOOL WORKS 
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The 
Acknowledged 
best and most 

practical 
Traveling-Hanger 
for Women 
and Men 





The extra-special 25 Cent Article with a large 
profit. 
; Carton containing one dozen (5x10x2 inches) 


Sample cases of 50 dozen Cartons (22x15x22 
inches), Gross weight 58 kilos, Net weight 48 
kilos, including packing f.o.b. Hamburg. 


Measurements of Hanger: Open 16.5 inches, 
Closed 9 inches. 


SINRAM & WEND - Hameln, Germany 


Founded 1899 
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A box chock 
full of friend- 
ship for your 
store. 





How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 
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WHAT PORTION 


OF THE DAILY PAPER 
GETS THE WIDEST 
READING 





Undeniably the sports section—organized recre- 
ation—everybody is interested. And each year we 
become more active participants. 


The boys that used to “skitter” stones on the ice 
pond gre today demanding skooters, roller skates, 
and ball bats. Small sister must have her skooter 
and skates too. Father plays golf and tones up 
with a punching bag each morning. Mother plays 
tennis or golf. There’s a baseball league in the 
grammar school—and foot ball on every open 
space. Sporting goods of all types are in constant 
demand. Are you cashing in on this profitable 
business? 


HARDWARE AGE is behind you with suggestions 
for displaying and selling sporting goods. Watch 
for these articles. 


Hardware Age 


239 W. 39th Street, New York City 
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Have YOU Ever Sold 
This sae 


This message is 
directed especially 
to dealers who have 
never sold SLIP- 
KNOT Friction 
Tape. The others 
are constantly re- 
ordering it. 


R 
2 
S WY) 
min ys, > 





Because this Tape 
sticks and holds 
and faithfully 
serves the very 
purposes for which 
it is intended. 
Customers are at- 
tracted by the 
colored Counter 
Display Carton. 
They try a one 
ounce or two ounce 
package. They like it so well they return for the 
larger size 4 ounce and 8 ounce rolls. The repeats 
tell the story. Try it—that’s all. 


SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 


Plymouth Rubber Company, Inc. 
1000 Revere Street Canton, Mass. 


——S———S=_ ES SSS 
“SLIPKNOT 
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~(CHICAGO)— 
SPRING HINGES 
THE 
“SIMPLEX” 


Applied Direct 





to 
Door Casing 
without 


Hanging-strip 








Type 9001 


Dealers will find it of interest to examine important 
features in the construction —_ design of the “Simplex. 


The Simplex Spring Hinge, " designed for simplicity and 
economy in application, requires no jamb strip and only 
one mortise cut. 


The construction of barrels and web from one continu- 
ous piece of metal eliminates joints where the metal form- 
ing the barrels continues as the web and avoids exposing 
the spring to moisture which would cause rust and 


breakage. 
Send for Catalogue H 42 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S. A 











NEVERBREAK 
FIRE TOOLS 


Year after year, dealers familiar 
with these tools send in repeat or- 
ders, because they have proven big 
sellers in the fall and winter months 
—and unusually profitable holiday 
specials. 

Everyone entering your store is a 
prospect for these tools. They'll 
be quick to appreciate their beauti- 
ful, black satin finish and 
rugged one piece con- 
struction. Hollow han- 
dles prevent heating. 
The attractive Counter 
Display Stand which is 
furnished free with each 
initial order sells Never- 
break Fire Tools with 
practically no effort on 
your part. 

Toinsure having your supply on hand for the first calls, 
check your stock and order your requirements early. 


The Union Fork & Hoe Co. 
Columbus, Ohio 


Manufacturers of a Complete Line of 
Forks, Rakes, Hoes and Special Purpose Tools 
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Your trade W@W Knows 


the howl of the 
Wolves of Lenox! 


—a familiar sound in the shops through- 
out your territory—the howl of the 
Wolves of Lenox. Down thru gfay iron, 
aluminum, steel or fibre with that high 
singing cut of the quality tool. 

A hac i saw line that’s priced for dealer 
profits—quick sales—and backed by a 
sales plan that assures immediate busi- 
ness. 

Have you read “The Story of the Wolves 
of Lenox’? Your free copy is waiting 
to be mailed. 


“The Tools in the Plaid Box” 


AMERICAN SAw & Mrc. COMPANY 
Springfield, Mass. 
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MASTER PLIERS 
Unbreakable—Guaranteed 


HE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 


Investigate the sales possibilities 
of Master Pliers. Order from your 
jobber. 







MASTER | 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 


lof 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 








a who offer you 
free sales helps have selfish motives. 


But what of it, as long as the “helps” sell goods? 
For example: It is plain common sense to have a 3-in- 
One Counter Display Stand act as clerk; to use our 
illustrated Dictionary of Uses and Gravure Circulars to 
tell the 3-in-One story direct to your customers; to let 
an attractive colored panel give a 3-in-One window 
demonstration. These worthwhile helps, and many 
others, bring home to you the business stirred up by 
our unceasing national advertising. They are free to 
you —ask for them. 


& 
3-1n-One 
Made Since 1894 
THREE-IN-ONE OIL CO., 130 William Street, New York, N.Y. 


NR214 


A firm grip— 


1y¥P 





on pipe, rod or shafting held in a vertical position is often 
a great convenience. This is only one of the many positions 
= which the pipe jaws of the NuTYP Vise can be instantly 
ocked. 


The Oswego Tool Company, Oswego, N. Y. 














BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 








PSU 
OLDERING pasit 


— Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 












Robertson “Horseshoe Magnet” Hammer 
he. THE HAMMER 


HOLDS 
THE TACK 
The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USD IN MANY TRADES AND IN THE HOME. 








mann 














Awarded Silver Medal Panama-Pacific Exposition 
Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 



















ANCHOR BRAND 


CHISELS 


made in 


| Eskilstuna 


SWEDEN 


ome of the Worlds Finest Steel 
A AA 
Sponsored by 

JOHANESON, WALES 
& Spare, INC. 


importers 
162 Chambers St, 










SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


Yate) = an © O) 00D, 


SAMSON SPOT, PHOENIX and SACHEM brands 
Pola Walaieterteckede tities clatetetastutlr attr 


“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS ~*~ COTTON TWINES 


Send for catalogue, samples and selling information 
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It is easier and more 
profitable to sell them 
what they want. 


Judging from our volume 
of business they want 


IVER JOHNSON 


Single and Double Barrel Shot Guns, “Hammer the 
Hammer” Revolvers, and the new Iver Johnson 
Safety Rifle. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


New York Chicago 
151 Chambers St. 108 W. Lake St. 





San Francisco 
717 Market St. 








Simplex 
Screw Jacks 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 
m plex Lever Jacks, 


Create Sales Appeal . 
Pipe Pushers 


Templeton, Kenly & Co. and Trench Braces | 
eee, have been famous 


Chicago, Ill.,U.S.A. 





Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
=? Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
8. 


The above tools will please your customers. as well as our 
famous Round and Oval Punches. 


Remember we have had one hundred years of successful manu- 
rience, employ only skilled workmen and use the 


expe 
Qnest quality of materials. 
We ctand back of every tool we make. Try us 
Write for Catalog. 
Cc. 8. OSBORNE & CO., NEWARK, N. J. 





ESTABLISHED 1826 


STRATTON?! 


GOOD 


For Small Tools, 
Utensils, Electri- 
cal Goods, Etc. 


woop 
Eauncing, bot | FT ANDLES 


dried. Plain, or Enameled 
IN COLORS 


Stratton Mfg. Co., Stratton, Maine 














S cushion TIRE 


\ STORE LADDERS | 


-— Insure perfect shelf service for any 


Nh \\\ 


Ez 


ec== 





ii 
hh 



























































= a line of merchandise. Deep tread steps, 
Soros = properly spaced, with convenient full 
= S length handholds on both sides of 
= ladder permit mounting or descending 


with ease. Both hands free to remove 
or replace stock without danger of fall- 
Ing. Cushioned Tired Trolley and Truck Wheels elim- 
inate noise and prevent vibration. Erection as simple 
as A,B,C. Utilize small space, Make top shelves 
Safely available for stock purposes. One style— 
neat of design—nicely finished —any height ceil- 
ing. Thousands in use. Circular on request. 


mE FL E.MYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS- HAY TOOLS - DOOR HANGERS 

















Known and Trusted 
for their unfailing 
accuracy™ 
1BS 


BROWN & SHARPE 
W Mele) A 


““World’s Standard of Accuracy” 


x 


ARMSTRONG BROS. 
Knife Blade Cutter Wheels 


Carefully machined from selected Alloy Tool 
Steel, heat treated, hardened and oil tem- 
pered, these improved design (Knife Blade) 
cutter wheels cut much faster, require less 
power and last longer than ordinary wheels. 






Smooth or Knurled Edge 
These wheels can be bought at all leading 
supply houses for all makes of pipe cutters. 
Made with smooth or knurled edges. 
Write today for Catalog P-10, 
showing and describing ARM- 
STRONG BROS. Line of Better 
Pipe Tools. 


Armstrong Bros. Tool Co. 
“The Tool Hvulder People’ ; 
314 N. Francisco Ave., Chicago, U.S.A. 

















isplay the Chene 
D NAILER _ 


Every man who sees this wonderful nail-holding hammer 
wants one. Every Cheney Curved Claw Hammer of 16 oz. 
and up is a NAILER carrying the nail-holder at no extra 
cost. The Cheney NAILER is offered to the hardware 


trade exclusively. Your jobber can supply you. 
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Classified Opportunities 









Classified Advertising Rates 


Opportunity Exchange Section A IRA 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


BOXED DISPLAY RATES 


Each additional ined. 





Positions Wanted Advertisements 
. -$5.00 50% off rates quoted 


- 4.00 





Address your advertisements and replies to 





Set Solid, Minimum of 5 lines... .$3.00 

Each additional line............ .60 
All Capitals, Minimum of 5 lines.. 

Each additional line............ 
Average 10 words to a line 

Allow One Line for Keyed Address 


4.00 
80 








Discounts for Classified Advertising 
4 insertions, 10% “=; 8 insertions, 15% 
° 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 


EEE EE AA CT. 


Hardware Age, Classified Oppor- 
tunities, 239 West 39th St., ew 
York City 





Harpwarp AGp is published each Thursday. 


Forms close Nine Days previous to date ef 
publication. 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





RARE OPPORTUNITY—Desiring to retire from active business will 
sell highly prosperous and profitable business, long established and doing 
$165,000 a year retail. Can easily be increased to quarter of a million, 
stock in excellent clean condition, embraces hardware, housewares, paints, 
etc. This is a remarkable and unusual opportunity for some one with at 
least $50,000 in cash, or its equivalent. Address Box I-496, care of Harp- 
WARE AGE, New York. 





FOR SALE—Hardware Apartment, Janitor, Paints and Electrical supply 
business, established, West Side, New York City. Near new Hudson River 
Bridge, Sales 1925, $31,000; 1928—-$108, 000 6 mos.; 1929—$57,000. Rent 
$123 Monthl Good Lease, dependable help, Stock $35,000. Owner de- 
sires to go Nest on account of health. Big opportunity. JOSEPH S. 
SCHLOSSBERG & CO., 350 Madison Ave., New York City. 





HARDWARE MANUFACTURER WISHES TO SUBLET office and 
storage space in the heart of the New York Wholesale Hardware District. 
We have facilities to handle incoming and outgoing shipments, phone calls 
and office details. Rental would be reasonable. Address Box I-482, care 
of Harpware AcE, New York. 


FOR SALE—Wholesale hardware business in Pennsylvania. Has ac- 
tive stock, no indebtedness, making yvod profit, serves good territory, fine 
chance for expansion. Owner has other interests demanding full atten- 
tion. Address Box 1-499, care of HARDWARE AGE, New York. 








FOR SALE—Paint, Hardware and Housefurnishing Store in best lo- 
cation in Baldwin, Long Island, New York. Modern Heller fixtures and 
clean stock. Address Box 1-484, care of HArpwARE AGE, New York. 





HELP WANTED 





ROPE SALESMAN WANTED-—Leading rope manufacturer has de- 
sirable territory open for experienced salesman covering hardware retail 
stores and job 3 he. and other rope outlets. This is a commission oppor- 
tunity for a man who knows rope and which will show him a_very sub- 
stantial monthly income as his major or a side line. Address Box I-494, 
care of HarpWARE AGE, New York. 





WANTED—A high class sales executive to take full charge of sales 
for an old line Company that has been in the tool manufacturing busi- 
ness for 23 years, with no Sales Organization. Staple line. Can prove 
large profits with medium volume. ust be of proven ability and take 
financial interest. Address Box 1-477, care of HarpwarE AGE, New York. 





SALESMAN calling on hardware trade to carry a side line of dog col- 
lars and leather specialties. Splendid opportunity for a live wire. Refer- 
ences required. State territory covered. LEATHERCRAFT CO., N. W. 
Cor. 5th and Commerce Sts., Philadelphia, Pa. 





HELP WANTED —Clerk for retail hardware store, must have had some 
experience. Salary to start $25 per week. Address H. A. CORNELL, 
General Manager, Ludlow & Squier Co., Newark, N. J 





HARDWARE CLERK—Experienced, in retail store, within 25 miles 
of New York City. Address Box I-495, care of HArpwarE AGE, New York. 





HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 
MALE AND FEMALE 
EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 
ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














YOUNG married man with ten years sales experience in retail and 
wholesale hardware business is desirous of association in sales capacity 
with well established retailer or jobber in Metropolitan New York. For 
full « details Address Box 1-500, care of HARDWARE AGE, New York. 





POSITION WANTED by a Maidan man experienced in the follow- 
ing lines: Builders’ Hardware, Tools, Mill, Factory, Contractors and Cabi- 
net Makers Supplies. Location immaterial. Address Box I-483, care of 
HarpwareE AGE, New York. 


SALES ACCOUNTS WANTED 











: ) 
Manufacturers’ Agents 


open for additional lines. Address ) 
Walter Walter, 757 S. Popular, Wichita, Kansas 











LET ME REPRESENT YOU IN KANSAS CITY: Pre- ( 
fer lines where technical and engineering knowledge is 
required. Commission basis—need no financing. En- 
gineering graduate. 5 years’ experience selling the con- 
struction industry. Address John H. Driggs, 218 City $) 
Bank Bldg., Kansas City, Mo. ' 











POSITIONS WANTED 


over six years mill and general 





YOUNG MAN, 28 years old, single; 
hardware experience with large firms, wishes position with small, grow- 
ing concern where ability to sell and to grow are chief considerations. 
Small town preferred; not essential. Can furnish good references. Ad- 
dress Box I-498, care of HArpwArRE AGE, New York. 





SALES MANAGER now available on account consolidation. Nationally 
known for over fifteen years. Endorsed by leading hardware authorities. 
nows credits and collections. 

New York. 


Successful sales record in all branches. 
Address Box I-485, care of Harpware AGE, 








MANUFACTURERS’ AGENT with sales staff calling on hardware and 
housefurnishing trade in Metropolitan New York, New Jersey and New 
England States. Warehouse facilities. Open for additional reputable 
line. Address Box I-493, care of HARDWARE AGE, New York. 





LINES WANTED—for chain store distribution by an established organ- 
ization with years of experience in this field. Only houses with ability to 
handle big business need communicate. Address Box 1-501, care of Harp- 
warE AGE, New York City. 





SALES organization selling to Jobbing Trade in Southern States 
including Texas and Oklahoma desires to represent one or two reputable 
manufacturers. Address Box I-471, care HArpwArE .AGE, New York. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 














Side Line 


One man last week made $36.00. This fast selling spe- 
cialty sells to the retail hardware and furniture stores. 
Protected territory—commissions every week. The Walstrum 
non-electric vacuum cleaner is endorsed by the American 
Farm Bureau Federation. New, patented, high grade 


cleaner. Five-year guarantee. Aluminum die cast. 
Weighs 8 lbs. Send for complete details. Good territory 
still open. 


Walstrum Mfg. Corp., 4121-5 W. Lake St., Chicago, III. 
SMALL NEAT SAMPLE CASE. 

















Mowers wants Manu- 


Manufacturer of well established line of Lawn ! 
calling regularly on 


facturers Agency or Salesmen on Commission basis, 
retail and wholesale dealers in all or any part of Mississippi, Alabama, 
Georgia, N. and S. Carolina, and Florida. Write, stating territory cov- 
ered, experience and give references. Address Box 1-497, care of Harp- 
WaRE AGE, New York. 





Factories, garages, 
Free trial 


AMAZING SCREW-HOLDING SCREW DRIVER! 
workers buy on sight! Profit 75c each. Exclusive territory. 
offer. Jiffy 1227, Winthrop Building, Boston. 


SPECIALTY SALESMEN AND T[ANUFACTURER’S AGENTS 

CALLING ON THE HARDWARE, F Zz MACHINERY AND LUM- 

d cok TRADE, fae CAN GREATLY INCREASE THEIR COMMIS- 

Salesman Wante SIONS ‘SELLING STERL, FENCE POSTS. FOR PULL PARTICU- 
LARS ADDRE ss. BOX 1-492, CARE OF Harpware Ace, NEW YORK. 





WANTED—Sales agent to sell on commission basis, a complete line of 
BUILDERS’ HARDWARE made by one of the largest builders’ hardware 
manufacturers of this country, in the States of Arizona, New Mexico, 
Colorado, Wyoming, Montana and Utah—or any part of such states. Ad- 
dress Box I-475, care of Harpware Acz, New York. 





MANUFACTURER OF BUILDERS’ HARDWARE has opening for 
efficient representation in several territories where trade has already been 
established. In replying state lines now carried, houses represented and 
exact territory covered. Write Box I-464, care of HARDWARE AGE, New 
York City. 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, New York City 
(Foot of Wall St., and East River). 











WANTED SALES REPRESENTATIVE—Desirable item for Hardware 
Dealer Salesmen. Write stating territory covered and experience. Address 
Box I-415, care of Hardware Age, N. Y. C. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
band tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Hanpware Ace. New York City. 











tunities. 





Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
‘Sales Representatives Want 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


“‘Classified Opportunities Section’’ 


»” were twelve different adver- 
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INDEX TO ADVERTISERS | 









hitched 





will be taken to index correctly. 





THE ADVERTISERS INDEX is as a i and not as @ part of the advertising contract. Every care 
No allowance will be made for errors or failure to insert. 

A Blaisdell Pencil Co. .......... -— D General Wheelbarrow Co........ _ 
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American Ring Co. .......50. 57 Caldwell Mfg. Co - E Hanlon & Goodman Co........ Tg 
American Saw & Mfg. Co. .... 59 eer ice ae See : Hardware Age Catalog......... — 
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Atomister Corp. ........eseee- __ | Cleveland Wire Spring Co....... ie F Hard) Be. Piso. vice sees 5000s aa 
a aie. OS ee — recto Pp mee: sab hae edas tens a ee Ge» a a ae __| Hygrade Lamp Co........+++:: _ 
Automotive Royalties Co....... | Caltwetl Lawn Mower Co....... ce Fairbanks Co. = 
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The Best 
Cold Chisel Value 
By U. S. Navy Test 


‘Green Line’’ Cold Chisels are so de- 
clared by the U. S. Navy Department’s 
award of the entire order for 21,846 chisels DECORATIVE 
e 
Moore Push-Pins 


on which the bids were opened March 12. 
“To Hang Up Things” 


Steady Sales 
always follow when 
your customers see 








SORNS AISNE CO 


‘Green Line’’ Cold Chisels won by 
the superior toughness of their Special 
DROP FORGED Alloy Steel— 


KILBORN STEEL 


Offered at their regular price, they 
were neither the highest nor the lowest. 
Among the chisels of the nine prominent 
manufacturers who tendered, they stood 
up the best under the Navy’s exacting and 
accurate tests. They gave the most ser- 


vice per dollar of cost. 

We make 24 different sizes. All finished in a 
handsome green. Also 13 other styles of chisels, 
in various sizes. 


The Green Line includes Punches, Cold Chisels, 
Drills, Screw Drivers, Box Hooks and many other 
dependable tools. 

Send for Complete Catalog and Prices 


The Kilborn & Bishop Co. 


196 Chapel Street New Haven, Conn. 6 for 10c 
Manufacturers of the 
Moore Push-Pin Company 
66 ” 
GREEN LINE” TOOLS Wayne Junction, Philadelphia 


Reg. U. S. Patent Office 


; ers | 

Se nbbi | [A SHOVEL 
 eaiias cake coolers 

“racks Wire baskets Are you letting your customers 


d S get by with just any old shovel? 
Standard household spe- » . r 00 Sell them a new one. Write us 
a rae kitchen Wire g 

i27and iuet pas UNION STEEL PRODUCTS CO. nearest jobber. 


for display ideas and name of our 
ALBION, MICHIGAN 
7] Ny THE WOOD SHOVEL AND TOOL CO. 
bo UNION Pius, Ohio 


6 Colors—Rose, Amber, Blue, 
Green, Crystal and Black, with Gilt 
Decorations. 3 Sizes. 


Our Style “W” Counter Display 
Is a Silent Salesman 








Contains 48 10c Blocks. Attractive 
discounts. Your Jobber will supply 
you promptly. 























































. . . ee FILL: 
All sizes of Domes of Silence from 34” to 7%” retail = Bi Anse 
. NS t: 
at the same price, 10 cents for a set of 4. The extra ~ 34 grou sets 
1 doz. each o 


heavy 11%” si I | ) 
y 14%” size retails at 15 cents per set EE ind 0. 9 


This uniformity of price means a great deal to 
jobbers and dealers on a high grade product on which 
the sale and profit are always dependable. 


DOMES of SILENCE, Inc. 21 Pearl Street, New York City 
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and Tie Out Chains 


HE season is rapidly approaching when you will have a demand 
for these chains. It is time to look over stock. Here is a line 
in ever increasing demand that leaves nothing to be desired. 


All styles are typical Hodell quality throughout and are designed 
to meet every demand. 


The Bulldog pattern link is an exceptional value for “ties”, being 
extremely flexible and very strong. 


There is no comparison between rope ties that fray or break and 
Hodell quality chain ties. Frayed ropes that are as unsanitary as 
they look can be easily re- 
placed by Hodell ties with 
their heavy rings and snaps 
that defy chafing and yanking. 


If you do not have full in- 
formation on the complete 
line of Hodell Chains, we will 
be pleased to hear from you. Bulldog Pattern TiesOut Chains 





Bulldog Pattern Cow Ties 
Manufacturers of Manufacturers of 


Hatter and Dog Chains, Te-Ot = *PAYR CSANIY DRODYVOTS SY sosessens cain, todett Tie 


Chains, Hodell Servistation, 


Chains, Dog Leads and Kennel ° 
Chaine, Coil Chain, Pump Chain, Cooper Ave. and Penna. R.R. + —_ Cleveland, Ohio Hodell Chain Units, Hodell Tire 
Register Chains. Established 1886 Lock Chains, Hodell Tow Chains, 





IS MADE FOR EVERY PURPOSE 
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HIS Year-the swing The new Midwest 

to Eclipse has been has proved an in- 
more definitely express- stantaneous triumph 
ed than ever before. —This latest Eclipse 
Built product which challenges compar- 
ison among popular priced mowers has 10 
inch wheels —Ball bearings, six inch diam- 





—More dealers have approved the selling 
features built into Eclipse mowers. 


—More dealers have chosen the Eclipse eter reel—4 blades—positive bar adjust- 
Line for 1930 than ever before in the ment—beautiful finish—a mower of true 
history of the company. Eclipse quality and performance. 
There is an Eclipse model in every price ' 


—More conere have realized the value of range—you can satisfy every mower 
the Eclipse ‘“‘direct-to-dealer”’ franchise. demand—and at a profit to yourself. 
—More actual orders have been placed. Our factory representatives are now in 


. the field with the 1930 line and will gladly 
On every hand Eclipse has been greet- explain all features and details—wait for 


ed with wholehearted enthusiasm and the man covering your territory or write 
support. us for information. 





Eclipse Machine Company, [4,4] Prophetstown, II. 


No. 2338 








